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Abstract 
 

The purpose of this dissertation is to examine the market opportunities for a vegan take-away 

concept with the aim of growing into a chain of outlets in the Danish market. The vegan field of 

study is still in its’ infancy for which reason the amount of empirical studies on the presence of 

veganism in Denmark is still small.  

The dissertation examines how veganism with focus on eating habits have become of interest 

among the Danish consumers. Likewise the dissertation attempts to map the eating habits of the 

Danes in order to assess the dissemination of veganism in present time. This is especially 

considered interesting due to the increasing tendency for people to adopt plant-based eating habits. 

This tendency is attempted to be clarified by incorporating both qualitative interviews constituted 

by five interview persons and a quantitative survey constituted by 213 respondents. The customer 

analysis attempts to map on a cognitive level why the consumers increasingly eat plant-based in 

addition to what customer group this vegan take-away concept must appeal to. A business 

opportunity, in the wake of the competitor analysis, has been perceived possible in the context of an 

increasing interest a plant-based diet. This has made the analysis of a potentially attractive market 

position particularly interesting.  
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1 Introduction 

There is unquestionably a growing trend for consuming more healthy foods and the amount of 

people adopting these conscious choices are increasing commensurately. The vegan diet has shown 

to be much more than trivial salads and a life dependent on a variety of lettuce which has earlier 

been the main association with veganism. On the contrary, the wave of veganism as a social trend 

and its’ belonging lifestyle has proven to be rather experimental and people have become curious 

(Theguardian.com). Even big food companies such as Pizza Hut, Pizza Express and Zizzi’s have 

adopted and diversified their product scope to accommodate the increasing vegan demand (Ibid). 

Also the brewery Guinness has stopped using fish bladders in its’ brewing process after two and a 

half centuries (Ibid) underlining the significance of this progressive vegan movement and the 

potential capture of an aggravating new market not the least. The launch of the Veganuary 

campaign in 2014 having 3,300 people signed up has quickly multiplied fifty-fold amounting to 

168,000 in anno 2017 (Ibid). Additionally the vegan population of Britain has grown from 150,000 

to 542,000 in a decade in addition to a progressive amount of people identifying themselves as 

vegetarians (Theguardian.com).   

“It seems plausible to speculate the number may have doubled again in that time” says Dan 

Hancox, writer of this article once again amplifying the statement of exponential growth of 

veganism.  

Likewise, on the European market meat substitutes proved particularly successful with a growth 

rate of astounding 451 percent, not to mention the growth of bean based snacks of 128 percent (uni-

hohenheim.de). These numbers do set the stage for the significance and potential of how this 

rapidly growing veganism trend is going to hit Denmark in short- to mid-term.  

Looking at what incentivizes going vegan, four vegans cite, according to Theguardian, that there are 

three central motives for going vegan being animal welfare, environmental concerns and health 

(Ibid).  

 

The first central motive  

Animal welfare is supported by people being very clear on their opinions of them not wanting to 

contribute to animal slaughtering and mistreatment which is evident in the industrial way of 

producing meats and eggs (Theguardian.com). Also does this tie into how animal agriculture 

directly affects the environmental status quo. According to Worldwatch.org agriculture uses 70 
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percent of the world’s available freshwater where beef is by far the most resource intensive of all 

meats (Worldwatch.org). Also is more than 40 percent of wheat, rye and oats fed to animals bred 

for agriculture turning into a competition for food between cattle and people, to a certain extent 

(Ibid). The biggest single solution to this issue is “to go vegan” as suggested by O. Petter 

(Independent.co.uk). However, as expected according to a recent study people aren’t sufficiently 

aware of the direct correlation between agriculture and the impact it has on climate change 

(Macdiarmid et al., 2015).  

 

The second central motive  

Awareness has highly been raised with the actual events concerning the climate crisis with 16 year 

old Swedish Greta Thunberg leading the forefront of environmental activism. This has inspired tens 

of thousands of children to skip school to support the action against climate change (nytimes.com). 

This most definitely underlines the increasing attention towards this urgent issue meaning that once 

the young segment of people realize how adopting a vegan lifestyle (gradually at least) can help 

save the environment or mitigate the harming effects currently taking place. Allegedly, 8 million 

lives and a reduction in greenhouse gas emission by two-thirds along with health care savings and 

$1,5 trillion to be saved from potential climate damages if a global switch to veganism happens 

(oxfordmartin.ox.ac.uk). This leaves a great potential for a decent sized new market to capture as it 

turns out that the conscious level of going vegan among people has grown a lot and how this choice 

according to above mentioned impact levels can turn out to be game breaking for the future of the 

status quo of the earth (eea.europa.eu). 

 

The third central motive   

Lastly, this motive is fitting perfectly into the growing trend of achieving a healthy body and natural 

aesthetic physique which can be obtained by adopting a vegan lifestyle.   

Research has shown that consumption of red meat increases risk of chronic diseases (Macdiarmid et 

al., 2015) which prompts people to think twice about their consumption of such. Potentially 8,1 

million deaths per year could be saved if only people would turn vegetarian by 2050 

(oxfordmartin.ox.ac.uk). Allegedly, approximately 50 percent of these deaths would be due to a 

reduction of red meat consumption alone. 
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1.1 Problem area 
This dissertation aims to investigate, the circumstances for establishing a vegan take-away venue in 

the centre of Copenhagen. Additionally, an investigation of how to properly communicate the brand 

identity and its’ message to the public will take place. This will be done using theoretical 

perspectives of consumer behaviour and branding tools complemented with primary data from my 

research methods and secondary data from literate books and articles. By using acquired knowledge 

of consumer behaviour patterns in connection with branding strategy, this business venue’s 

establishment will be assessed. The assessment process of this establishment seeks assistance in 

raising the brand awareness and brand meaning through peer to peer communication using brand 

co-creation and brand community theory. These are fundamental tools of creating such awareness 

and ultimately attraction for the brand. In addition, these initiatives will help to uncover the gravity 

of the Danish attraction for this vegan megatrend that has already flooded the markets in the US and 

UK (Mercyforanimals.org). So by assessing the level of people's’ engagement in this subject 

through peer to peer interaction and spread of word of mouth of the experience with this holistic 

vegan product, the overall enthusiasm and interest in this social trend is justified.  

Also is the shape of this business concept potentially susceptible to revision throughout the 

completion of this dissertation. Revisions will be done to the extent that this dissertation will lead to 

new discoveries that require adaptations. 

 

1.2 Purpose of the dissertation 
The pivotal and central purpose of this dissertation is to establish whether or not there is an actual 

interest, demand and thus foundation for opening a vegan take-away venue in Denmark. Keeping in 

mind that this megatrend of veganism has already hit larger countries than Denmark with an 

overwhelming impact, can Denmark then be the next stop for this trend and what are the Danish 

people’s opinion of this dietary lifestyle? Considering that statistics of a proper amount have not yet 

been made for the Danish vegan population, this dissertation addresses this issue hands on early in 

this progressive stage where adequate research has not yet been made.  

This examination of the vegan trend in question has the purpose to understand through consumer 

contact and behavioural buying motives to lay the foundation of whether or not people are inclined 

to modify current eating habits for a greater cause of a healthier planet and not the least, for a 

healthier own self. 
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1.3 Stakeholders of the dissertation 
The stakeholders of this dissertation are people who want to show that veganism does not have to 

be reduced to a ‘hippie-culture’ enactment as one in a modern society could associate it with now 

that it still is so alien to the majority. It is for people who want to be able to actively contribute to 

making a difference for the future state of the globe and the environment. Veganism as a social 

movement has the potential based on foreign impact patterns to become a mainstream trend 

bringing a message that we are in fact able to become better versions of ourselves at our own pace 

starting with small changes that will reward us in the long run manifold. And not just ourselves but 

the state of the planet and animals likewise. Businesses directing their attention towards the 

potential of this movement will reap the benefits if they adapt (Vegansociety.com), hence the 

importance of this study for such businesses. 

Also this theoretical contribution, in collaboration with the validated learning acquired by consumer 

contact, can help future venues contemplating on going fully or partly vegan based on the demand 

uncovered by my dissertation. This is despite a criticizable sample size. To the very least, an 

indication of demand and buying behaviour towards a more plant-based diet can possibly be 

inferred. 

 

1.4 Research question 
How does an incremental shift in consumer behaviour from carnivore to herbivore present a 

business opportunity in the Danish take-away market? 

Prior to writing this dissertation I have started working on a vegan take-away food chain concept. 

The research question uses this concept as a starting point for the dissertation. The objective of this 

dissertation is to contribute to the development of this business concept by examining consumer 

behaviour tendencies, market characteristics and ways to market. 
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1.5 Central guiding questions 
 

1. Is there an actual demand for and interest in veganism in Denmark? 

2. What are the opportunities to position a vegan take-away concept in the existing Danish 

take-away market? 

3. How are consumers cognitively influenced in a take-away buying process? 

4. Based on consumer behaviour and market characteristics, how can the vegan take-away 

concept be marketed? 
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Problem area

• Research Question

Methodology

• Empiricism and Data

• Research Design and 

research methods

Business Concept

Market Analysis

1. Competition Analysis 2. Customer Analysis

Analysis Conclusion

Marketing Proposal

Conclusion

Discussion

Suggestions for further 

research

Source: Own contribution

Figure 1: Dissertation Structure

2 Methodology 

2.1 Dissertation structure 
This model serves as an 

overview of how the dissertation 

is structured. The model shows 

how the different sections in the 

dissertation are linked and how 

the course of the dissertation 

develops. 

The first part of this dissertation 

(chapter 1-2) addresses the 

current interest of veganism as a 

social phenomenon and how this 

rapidly growing trend has wide 

implications for people’s lives. 

This first part serves as a stage 

setting guiding the reader with 

regards to the overall influence 

of this trend and what it 

potentially means in a social 

context and showing the 

potential benefits to be harvested 

from a business perspective.

   

The relevance of the research question is discussed in the problem area section with belonging and 

guiding problem statements. These problem statements are all subject to revision throughout the 

attainment of continuous new knowledge, inspired by the hermeneutic spiral (Juul, Pedersen, 2012) 

showcasing a certain critique of chosen problem statements.  

Subsequently the methods used to acquire the relevant empirical data will be thoroughly addressed. 

Additionally validity and reliability of the results will be assessed in accordance to the methods 

used and their relation to acquired data. 
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The third and conceptually smaller part of the dissertation revolves around the presentation of the 

business proposal itself including all its' principal features according to figure 2. However, some of 

these features have only been addressed at a superficial level due to constraints of time and space. 

The information provided in this chapter is crucial to understanding the business concept as a whole 

and serves as a starting point for the later chapters. 

Chapter 4 is the analytical chapter and addresses an assessment of the venue’s potential 

competitors. Throughout this chapter all 12 venues included in the analysis will be segmented into 

three main segments based on the parameter of price. Subsequently they will be put into a 

positioning map which purpose is to illustrate how all 12 venues are positioned in relation to each 

other across the three different segments. The purpose of this is to finally uncover where the vegan 

business venue will be positioned in the market. 

Chapter 5 addresses the customer analysis. The purpose of this analysis is to identify who the main 

customer target group is.   

Secondly, to map out consumer behaviour and tendencies by using the quantitative questionnaire 

that has been conducted. This quantitative mapping of consumer behaviour will serve to uncover 

people’s opinion on veganism and what actions they take in this context, if any. Finally this will aid 

in understanding the potential for establishing interest in my vegan product in the Danish market. 

Chapter 4 and 5 will in collaboration account for a conclusion that leads the dissertation forward to 

the presentation of my marketing proposal. 

Chapter 6 presents the marketing proposal. Its’ purpose is to explain how and with what tools this 

business concept is going to market. The proposal contains the full arsenal of ways I desire to go to 

market and which factors are important in order to catch the attention of the audience and ultimately 

create brand loyalty. 

The final part of the dissertation, chapter 7, constitutes the discussion, conclusion and suggestions 

for further research. The first part emphasizes a discussion of the methodological approaches to 

conducting my research. This is followed by a discussion of the findings throughout the analyses 

and what factors have affected these findings. The second part emphasizes the conclusion of the 

dissertation. This serves as an overview of all the findings inferred and will thus highlight key 

points that have come to light and proven to be particularly important for the business venue. Lastly 
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suggestions for further research will be addressed. This is where other important subjects that this 

dissertation’s research was not able to cover or simply decided not to, will be briefly addressed. 

 

2.2 Delimitation 
The focus in the dissertation is to carry out a market analysis of a vegan start-up. Subsequently this 

focus calls for a marketing plan for launch. Therefore every aspect that revolves around the start-up 

post launch will not be included in the analyses. This decision is consistently reflected throughout 

the shape of the dissertation and its’ subjects.  

A. Afuah (Afuah, 2014) operates with a business model composed of 5 core components. The two 

components of the business model (see figure 2), growth model and revenue model, will not be 

analysed in this dissertation due to the above mentioned focus of a marketing approach. 

These two components are considered imperative to also investigate pre launching the venue.  

I acknowledge that in order to fully launch this business initiatives on thorough analysis of the 

operational model and financial planning including forecasts and more are necessary. As mentioned 

above this important part of the process in a start-up will not be emphasized but is highly suggested 

for further research before market launch.   

The choice of having a focus on capturing a strong market position underlines the necessity of a 

pioneering marketing- and branding strategy. As this concept is still considered a niche in Denmark 

in present time, the prioritization of how branding can influence this business venue, in the very 

best possible way, to help create attraction towards the venue through appealing brand image, is 

important. Therefore the two principal components of revenue model and growth model will only 

be addressed briefly in chapter 4. 

 

2.3 Theoretical decisions 
The theoretical decisions made throughout this dissertation guide the empirical data collected and 

the validity of such data is critical for the analytic results achieved. The theoretical contribution 

throughout the dissertation emphasises the examination of psychographic attributes such as 

consumer behaviour, psyche, rationalization and buying motives inspired by the work of Finn R. 

Andersen and colleagues (Andersen et al., 2016). The goal is to apply relevant theories and models 

to understand how consumers decide and what affects them in their decision making process. This 
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is done in the context of creating a start-up with the vision of expanding to a chain of outlets for 

which reason the theoretical branding component is crucial.   

 

2.4 Branding theory 
The branding theory chosen is one composed by S. Halliday revolving around resources as operant 

and how they contribute to creating brand meaning, brand image and how consumers as operant are 

spreading word of mouth to gain attraction.   

Likewise the branding theory of M. Kornberger on how these consumers in collaboration with 

brand employees are building brand communities to strengthen the brand generating a holistic brand 

experience for the consumers is used (Kornberger, 2010). This theoretical contribution is of 

importance as there is a clear tendency that people who identify themselves with a brand tend to 

buy more of this particular brand’s products, keeping the customer retention rate higher as a result 

of customer loyalty (Halliday, 2015). Lastly the theory of co-creation as a tactical research 

marketing tool will be implemented as this concept of involving peers as operant resources will 

allow getting insights in the customers preferences, factors affecting decision making et cetera (Ind, 

Iglesias, Markovich, 2017).  

Understanding the consumer behaviour patterns and psyche better will enable us to attract them 

earlier in the identification process. This can potentially aid their transition from operand to operant 

resources characterized by increased levels of emotional attachment to the brand fundamentally 

increasing their interest in the success of the brand (Ibid).  

 

2.5 Consumer behaviour 
The theoretical contribution of consumer behaviour is interpreted to be the anchor point of my 

theoretical analysis. Thus, the above mentioned theoretical contribution and the approaches used in 

the relevant context of establishing the business venue will reflect the psychological behaviour 

criteria determining the innate decision making nature of consumers. In the attempt to assess 

consumer behaviour on a deep analytical level, this knowledge will then influence the theoretical 

choices of the above mentioned theory of branding.   

The theoretical model of Maslow’s Pyramid of needs, the decision making process model and the 

communication process model (AIDAE) will be used to elaborate on the underlying reasons of why 

consumers behave they way they do, what stages they go through in the decision making and how 
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communication in context of purchases take place.  

 

2.6 Collection of empirical data 
When attempting to answer my central research question, a gathering of a combination of primary 

and secondary data is crucial. The primary data is characterized by being ‘new’ data in the sense 

that it is subjective and contextually based (Bryman, 200 meaning it is utterly relevant for the 

specific case. Complementary is the gathering of secondary data that represents already acquired 

knowledge by other researchers. This data functions as supporting data but also in many cases as 

guiding data made by experts having conducted theoretical substances founded by their primary 

data, usually having a higher quality compared to the gathered data made by student for reasons 

mentioned in the following section.  

I have decided to approach the data collection by using different methods combined in order to 

attain a decent amount of empirical data. This combination of methods is called method 

triangulation (Analysedanmark.dk). Both types of studies in combination have been deliberately 

chosen in order to achieve the most meticulous level of analysis as possible (Ibid). 

The decision of using both quantitative and qualitative methods culminates in the ability to close the 

information gap that can occur when only one method is practised. In other words, this allows me to 

cover not only the footprints of consumer behaviour but also the psychological reasons of why they 

act as specifically as they do (Ibid).   

 

2.7 Primary data 
Primary data is characterized as being information gathered first hand by the respective researcher 

(Bryman, 2012). This data can be acquired using multiple tools of information gathering. However, 

in this dissertation both first person qualitative interviews and a first person quantitative 

questionnaire have been conducted to acquired new and untreated information. The primary data 

collected has the additional characteristic of being tailored to answer the central research statement 

in question (Relationwise.dk).  

During the process of collecting data, the amount of control over the quality of the data collected as 

a student is limited (Bryman, 2012). There is a great risk tied to lower quality gathered when 

compared to that gathered by professionals underlining the argument of how big an amount of 
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primary data one should gather in comparison to that of higher quality secondary data gathered by 

professionals (Ibid). Also do the circumstances of being a student tie into the resource accessibility 

being that of time and network required to gather data of a certain amount resulting in a potential 

questionable population and thus affected degree of validity (Ibid).  

 

2.8 Secondary data 
The analytical contribution of this dissertation is primarily based on secondary empirical data. This 

type of data is characterized by scientific based papers, books, articles et cetera, constituting the 

analytical baseline (Bryman, 2012). Theories used in the dissertation are thus based on scholarly 

work done by professors and experts having conducted theories based on thorough research 

increasing the validity of such knowledge when used in the context of this dissertation. Also is a 

fundamentally higher degree of quality assured when looking at a representative sample size in a 

quantitative study. Additionally, the procedures used in attaining an overwhelming sample size 

ensures that lack of respondents are held to a minimum making secondary data highly 

recommended (Ibid). 

In order to use this empirical information the best way possible in context to this dissertation’s 

specific research question, this secondary data is complemented with primary data fundamentally 

increasing the current relevance of the secondary data gathered. 

In order to ensure the highest degree of validity possible when looking at the secondary data, this 

empiricism must have been conveyed by acknowledged professionals and experts publishing their 

work in academic journals, technical literature and so forth (Bryman, 2012).  

 

2.9 Research design 
The research design serves as a research structure that guides the execution of one or more research 

methods that fit the respective research design in terms of methodological procedure and aim of to 

what degree inferences can be made (Bryman, 2012). Thus also guiding the analysis of subsequent 

data. By choosing a specific research design this enables the research of understanding certain 

behaviour and meaning of that behaviour in a specific social context (Ibid) which is that of eating 

habits in a highly socially influenced society.  
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The research design in the context of this dissertation is the ‘cross-sectional’ research design. This 

particular design has been chosen as it is characterized by the procedure of collecting a plethora of 

‘cases’ also known as information derived from interviewing people or from questionnaires 

(Bryman, 2012). The interest in variation is highly sought after as it aims to draw correlations 

between variables. The more cases included in the data gathering the more variable variation and 

thus finer distinctions can be made. Additionally, the feature of the data collected, especially when 

looking at a quantitative method must be at a single point in time, which is imperative to avoid data 

manipulation by the researcher (Ibid). Drawing on patterns of association, which is the case of 

social research as causality cannot be inferred due to the lack of history of such data material 

disabling the researcher to determine the real causing factor of a particular correlation. These 

circumstances constituting the cross-sectional design has thus guided the research methods chosen 

which will be discussed below.  

 

2.10 Research methods  

 

2.10.1 Interview 

The research method of interviewing is considered inductive to the relationship between theory and 

research (Bryman, 2012). Thus, the interviews have been conducted in order to achieve a somewhat 

theoretical outcome based on the empiricism collected through listening to peoples’ lifeworlds and 

first hand experiences. The aim is to be able to generalize the inferences made. However, the five 

interviews made due to time and resource constraints for this dissertation, challenges this possibility 

(Ibid). Therefore this disability of being able to generalize on the basis of the amount of interviews 

conducted (Kvale, Brinkmann, 2009), these are accompanied with a quantitative study, using a 

deductive approach in contrast. 

As a tool to acquire first hand information (primary data), one of the two main types of interviews, 

semi structured interviews, have been conducted, characterized by  

“The researcher has a list of questions or fairly specific topics to be covered, often referred to as an 

interview guide, (...) Questions may not follow on exactly in the way outlined on the schedule. 

Questions that are not included in the guide may be asked as the interviewer picks up things said by 

interviewees” (Bryman, 2012: 471). 
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This has been done to ensure a deep and deliberate contribution of information for certain areas of 

the required knowledge to understand consumer behaviour and their inherent as well as affected 

reasons for acting specifically as they do. The through-going characteristic of the interviews is that 

they are all phenomenological (Brinkmann, Kvale, 2009). The overall importance and purpose of 

these interviews is to acquire deep and precise knowledge of the interview persons on exactly how 

they perceive the world and to let them put their words on their specific experiences - letting them 

express their ‘lifeworld’ (Ibid). Especially letting them elicit their interpretation of factors that 

influence their buying behaviour and buying motives. This access to knowledge of such depth can 

fundamentally shape the quality of this venue’s branding impact by providing crucial knowledge of 

why people act as they do and what affects them in given situations. Ultimately it allows me as the 

interviewer to dig deeper asking following up questions to uncover explanations of behaviour lying 

subconsciously. 

In the process of composing the interview guide I decided to write the interviewguide in English. 

However, I appraised that interviewing people with a mother’s tongue being Danish that in order to 

ensure a complete understanding of the questions and to ease their interview experience, reduce 

anxiety and to increase their capabilities of expressing themselves I decided to interview people in 

Danish deliberately. Successively the expressions were coded, translated to English and lastly 

meaning condensed in order to make the long expressions usable in a literate context (Brinkmann, 

Kvale, 2009).  

 

The interview is structured so that it constitutes two parts. The first part of the interview emphasises 

actual take-away preferences, price sensitivity, perceived brand loyalty and general habits when 

buying take-away on the go.   

The second part of the interview emphasises the psychological part looking at people's’ buying 

behaviour, buying motives and their opinions on subjects such as ecology, sustainability and 

veganism. Also does this part emphasise how they are influenced by external factors such as social 

media and reference groups when going through a cognitive buying process. 

Through the ambition of ensuring a high degree of interview validity, the interview person was 

briefed on the content of the interview while also getting to know me as an interviewer on a 

personal level to establish relief reducing the risk of anxiety (Brinkmann, Kvale, 2009). Also have 

the physical locations of the conducted interviews been crucial to the quality and potential validity 

of the interviews. The assurance of the interview person was in high priority. A comfortable 
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environment, for the interview person, has a high impact on the validity of information provided 

(Ibid).  

The issue of reliability concerning the consistency and trustworthiness of the interview respondents’ 

information (Ibid) is fundamentally impacted by how the questions in the interviews are formulated 

and in what context they are asked (Brinkmann, Kvale, 2009). The usage of leading questions were 

used in the interviews in situations where I experienced that the respondent had issues clarifying 

their opinion on certain areas or simply stated an answer indicating that the person misunderstood 

the question such as when Sophia stated that “I am willing to walk 10 kilometres to find a good 

place to buy take-away food” when I asked how far she was willing to deroute. In this case the 

usage of leading questions actually increases reliability and the crucial factor is the context in which 

these leading questions are used (Ibid). 

Additionally emphasis was put on choosing interview persons fitting the right characteristics being: 

Living in a close proximity to Copenhagen, daily commuter, social media user and being 

predominantly women in the age group of 20-25.   

The external validity is considered very slight when representing a population as a whole, thus the 

factor of generalizability is low (Bryman, 2012). 

The usage of neutral words in the interviews have been important to ensure that the interview 

persons did not react certain ways to questions that they could either have misunderstood or have 

had emotional connotations to (interviewteknik.mediajungle.dk). Additionally, to ease the 

understanding of the questions these were formulated simple and only one question at a time to 

reduce risk of confusion. To secure the understanding of root causes of certain answers from the 

interview person, elaborating questions were asked to make sure that nothing important was left out 

and probably missed also allowing the interview person to expand his or her experiences and 

opinions (Ibid). Finally, an open question was asked in the end inviting the interview person to add 

any more comments or if they did not feel like they had answered fully in a previous quest or 

subject was asked inviting them to contribute freely if any important points were missing. 

 

2.10.2 Questionnaire 

In addition to the qualitative study (see appendix 18) based on thorough personal interviews a 

quantitative study has been conducted. When applying the value that quantitative research has to 

offer, it is necessary to outline the characteristics of quantitative research. In accordance to A. 
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Bryman, quantitative studies are occupied with the orientation of examining the spread of a 

communicative phenomenon or frequency in a broader representational perspective (Bryman, 

2012). 

The approach with which the quantitative study is used is via the deductive approach. Therefore the 

research, when using this quantitative questionnaire, is reflecting the value of a theoretical 

standpoint, and in this case hypotheses, that will be tested. This last step of the deductive approach 

takes a turn in the opposite direction as being inductive as these findings are foundational for 

grounding a new theoretical inference (Bryman, 2012). 

The findings are the total amount of data collected from the questionnaire itself, but very 

importantly is the value just derived when cross tabulations, reflecting the listed hypotheses, are 

made. These cross tabulations will aid in the confirmation or rejection of the six hypotheses made. 

Thus, very importantly, the statistical significance of the findings will be tested to assess if the 

correlation between the variables tested, reflecting the different hypotheses, have occurred by 

chance. and thus whether or not the results are generalizable to the same type of population. Due to 

the fact that this is social research I have deliberately chosen a level of significance of five percent 

allowing for mistakes to be falsely accepted five percent of the time as this is considered normative 

in social research (Statnoter.dk). However, as this is social research, one can only talk about the 

level of correlation and not actual causality due to the missing data on a timeline, cf. ‘Research 

design’ section, limiting the value of the findings to an extent (Bryman, 2012). 

The tool used in the context of the quantitative method is the self-completion questionnaire 

characterized as a series of questions formulated by the researcher that can be answered by the 

respondent without the help of the researcher (Globalspec.com). Considering the fact that the 

majority of the recipients responding to the questionnaire have Danish as their mother’s tongue I 

deliberately decided to publish it in Danish to increase the likelihood of better comprehension of the 

questions to fundamentally ensure a higher degree of validity (Bryman, 2012). 

The self-completion questionnaire is distributed online via Facebook. This enables reaching a 

widespread respondent group, way larger than the in-depth interview group. The negative 

implications however of using a questionnaire is that there is no opportunity for follow-up questions 

underlining the importance of formulating the questions in ways that they are easy to understand 

and interpret, although misinterpretations will inevitably happen when dealing with a large scale of 

respondents. This impacts the validity of the data collected to a certain degree (Bryman, 2012). In 
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order to accommodate the issue of missing data (Ibid) the questionnaire will be structured so that all 

questions are forced to be answered before the questionnaire can be terminated.  

Ex post facto the process of gathering respondents online, 213 people had replied to the 

questionnaire constituting the sample size. The questionnaire was formed so that an age interval of 

‘Under 16 years of age’ was included in order to avoid any potential respondents being left out.  

In order to ensure the highest degree of representativity as possible, the sample size of 213 

respondents would have been gathered using a probability sampling method characterized as each 

unit having equal chance of being selected with each being independently selected (Bryman, 2012). 

However, as I deliberately decided to distribute the questionnaire on Facebook some circumstances 

must be taken into consideration regarding the proposed equal ‘distance’ between each respondent. 

An important notion is that the majority of people receiving this questionnaire is of approximately 

the same age as I resulting in a certain skewness of age distribution in the findings. Although the 

questionnaire was shared and distributed among more social frames of different age intervals, one 

cannot argue that the likelihood of the ‘age distance’ between respondents are equal. Inevitably, 

people in the age interval of 31-40 will be a minority leading to difficulties in representativity (Ibid) 

due to the simple fact that I have no acquaintances in that age interval. Thus, using this distribution 

method has meant that I have used the non-probability sampling method as people in some age 

intervals were clearly more likely to respond than others decreasing the probability of 

generalization. 

Is this sample size considered representative? According to Bryman it is difficult to discuss where 

the exact threshold lies between ‘acceptable’ and ‘non-acceptable’. However, the larger the sample 

size, the more likely is the sample size to be representative (Ibid). Also, as the sample size 

approaches 1,000 the precision increases rather slightly but does however not plateau which 

somewhat indicates a threshold for what can be considered an acceptable level of a sample size 

when putting it in a national context (Bryman, 2012). Essentially, the closer the sample size gets to 

1,000 arguably more representative it will become. Putting this theoretical perspective into context 

of this dissertation, the purpose is to uncover consumer behaviour buying and interest patterns of 

veganism. Therefore one can argue that a sample size of 213 is adequate to serve this particular 

purpose - to show order of magnitude and tendencies with a somewhat compromised degree of 

precision.  

When assessing the matter of reliability the consistency of measures is considered good. The 
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stability of the respondents opinion on the area in question are not likely to change over a short time 

span meaning that if this questionnaire was retaken by the same respondents the variation would 

very likely not fluctuate (Bryman, 2012).  

The structure of the questionnaire is overarchingly important. Constructing the closed answers 

vertically reduces the risk of confusion amongst respondents that answer hastefully (Bryman, 2012). 

The vertical alignments make the questionnaire easier for the respondent to code reducing the risk 

of unintentionally “wrong” answers which is why I have deliberately chosen to do so. However, 

multiple choice and Likert scale (opinion intensity) questions have been constructed horizontally as 

this makes it commensurately easier for the respondents to code (Ibid). First are the questions asked 

very easily formulated having just a few options to activate the respondent. Successively the 

questions will have several possible answers prompting the respondent to contemplate. As 

mentioned, the questionnaire will consist of a Likert-scale being a multiple-item measure 

addressing attitude based questions and measuring the intensity of feelings.  

The purpose of using the Likert scale in this context is to form an overall score of the answers 

uncovering the spread of attitude towards the subjects related to veganism, psychological buying 

behaviour, eating habits, and social activity. 

The questions revolve around the areas of veganism, sustainability, animal welfare and ecology. 

These questions can be used in a Likert scale format, theoretically, on a five-point scale, a seven-

point scale, a nine-point scale and even higher (Bryman, 2012). The Likert-scale do have (also) in 

the case of a five point scale, an indifferent (neutral opportunity) for people without a strong 

opinion. This enables them to answer adequately to their genuine opinion, strongly enhancing the 

validity of the data gathered and thus accurate mapping (Ibid). The five point scale allows for a 

moderate precision on the respondents answers as more scale points would showcase if the 

particular respondent were for instance ‘moderately’ favoring a statement (Krosnick, Presser, 2010). 

However, in this dissertation the ‘degree’ of agreement is not considered important for which 

reason a five points scale, in addition to it’s easy coding, have been chosen. The assumption that the 

behaviour of the particular respondent ‘agree’ will differ in a low risk decision making process from 

a ‘strongly agree’ is highly unlikely, justifying the choice of the five point scale. 

Instead, the opportunity for answering between respectively ‘Strongly agree’ and ‘neutral’ still 

allows for an indication that the respondents agree but with a minor reservation. 
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The option of ‘Don’t know’ has been left out as none of the questions asked in the questionnaire are 

requiring any type of special knowledge rather than own habits and impressions of the behaviour of 

near relatives et cetera. Instead, this missing option of ‘Don’t know’ is mitigated by having the 

option of the middle position (neutral) in case of uncertainty of the respondent. The absence of such 

option has the implication that the respondent fictionally enforces an opinion that the person in 

question does not have or at all value. This can have consequences for the validity of the findings. 

 

2.10.3 Sampling 

Being a student comes with limitations when it comes to reaching a large number of respondents. 

This has made the process of reaching out to a broad audience relatively more difficult than if I had 

access to a plethora of networks including social platforms and other paid services to widen my 

sample size. 

Also have I had limited resources such as a strict time schedule. This has made me vulnerable to 

people’s reluctance of responding reflected in my private engagement to people fundamentally 

constituting my Facebook network and thus my sample size. Having the questionnaire open for nine 

days and repeatedly encouraging responses resulted in a sample size of 213 responds from my 

Facebook network. 

Without these limitations a probability sample method would have been applied as this would 

ensure a high degree of representivity of the sample size. However due to practical implications the 

decision of sampling using a non-probability sample was made. By virtue of the accessibility, the 

convenience sample method was applied (Bryman, 2012). There are implications of representivity 

in the case of the convenience sample and these will be further emphasized in the discussion section 

(see chapter 7).  

Also do I in this context acknowledge that the goal has been to uncover consumer behaviour 

tendencies towards a certain green behaviour. This means that having a sample size of 213 and 

using a non-probability sample method still has served the purpose in doing just that. 

 

2.10.4 Statistical hypothesis test 

The hypotheses listed below will be tested through three types of data material: Primary data in the 

form of qualitative interview empiricism, quantitative survey empiricism and finally an analysis 
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based on theoretical inferences.   

In the context of the quantitative survey, cross tabulations will be made to help test the claims of the 

hypotheses. Ultimately accepting or falsifying these hypotheses will guide the approach with which 

my venue is going to market. 

The importance of the listed hypotheses below is imperative as the proven correlations to these 

hypotheses will influence how this venue will strategically position itself in the market when 

looking at consumer behaviour. This is therefore also concerning who the strategic branding is 

going to appeal to and thus how the branding and marketing is supposed to approach the specific 

customers. 

 

The six hypotheses made are the following: 

H1: There is a correlation between gender, level of education, lifestyle and eating habits. 

H2: There is a large target group for vegan food in the market. 

H3: Women are more inclined to eating less meat than men. 

H4: The buying behaviour of consumers is increasingly affected by the agenda of health compared 

to the agenda sustainability and animal welfare. 

H5: There is a correlation between the increasing awareness of climate, health, social 

responsibility and active decisions made on dietary habits. 

H6: Facebook and Instagram are the most attractive social media platforms for advertisement. 

 

2.10.5 Field study 

A field study as a methodological tool, has been undertaken in Copenhagen in a short distance 

being that of a 200 meter radius of Nørreport station to achieve a first hand experience on the 

supply of potential competitors. Purposefully, the investigation as such has been to identify the 

prices and quality of the selected MVP. The locations of all 12 venues were found by using 

Google.maps.com systematically within the given radius.  

From the data gathered I created a table serving as an overview for all the prices on the different 

products and whether or not certain products were available. The findings of this field trip can be 
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found in appendix 17. I have systematically listed the prices on the MVP’s for all 12 venues. All 

these 12 venues did I visit throughout the data collection process. 
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3 The business proposal 

3.1 Customer Value Proposition 
The examination of my business proposal is guided by the template below. The components of this 

template will be examined in a clockwise order starting with ‘Customer Value Proposition’. As 

mentioned in the delimitation, I have deliberately decided to only address the components in the 

lower half of the model briefly. This is due to the chosen focus on market positioning and the 

current unmet demand of vegan solutions in this dissertation. 

 

 

 

 

 

 

 

 

 

  Figure 2  

  Source: (Afuah, 2014: 5). 

The physical product that we desire to go to market with represents 100 percent vegan values and 

offers a variety of vegan meals consisting fully of non-animal options perfectly aligned with the 

values of veganism. According to the authentic Vegansociety, this phenomenon is defined as 

follows: 

“Veganism is a way of living which seeks to exclude, as far as is possible and practicable, all forms 

of exploitation of, and cruelty to, animals for food, clothing or any other purpose” 

(Vegansociety.com). 
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We want to offer to people a high quality, healthy and green plant-based solution that is readily 

available whenever the customer needs it. Our goal is to also offer plant-based meat substitutes 

matching the natural taste of meat and texture while remaining 100 percent plant-based. The fast 

food is accessible through a visit to our physically located outlet where the food is freshly made.  

Additionally, the agenda of this product is to create a brand community for people to gather up and 

spread the message of the brand agenda internally as well as externally. This community has the 

potential to make the brand communicate its’ identity to the public making it more visible via the 

community (Halliday, 2015) while also increasing its’ attraction. This brand community serves as a 

catalyst for the growth of the vegan movement in Denmark. However it’s very important not to act 

as or be perceived as a forum of politically radical activism such as for instance Greenpeace but 

rather shedding light on the current issue by bringing people together and spreading the message. 

Within this brand community lies a great share of the value proposition whereas the food serves as a 

tool to connect people along with the message. 

The first location is planned to reside in Copenhagen in close proximity to Nørreport station as this 

is considered the heart of multicultural and experimental behaviour being a premise for our 

customers to either try ‘something new’ or cultivate their already adopted green eating habits. This 

is fundamentally the first stage of the growth of the business. The fundamental goal, mission and 

ambition is to grow the small scale single venue into large scale, a chain of outlets. The locations 

are then to be dispersed across the metropolitan area, successively to Jutland and the larger cities of 

Denmark such as Århus, Aalborg and Odense. Subsequently the aim is to enter neighbouring 

countries such as Sweden, Norway and United Kingdom. Similarly, entering the market of 

Germany would prove a point of acceleration due to how massive and mainstream veganism has 

been there already. In fact Germany with its’ title of leader in vegan food launches (with 10 percent 

of the population identifying as vegan) has just now been taken over by UK (Metro.co.uk). This 

underlines an immense opportunity for this vegan take-away business.  

It is imperative to clarify the definition of take-away in this venue in order to understand the value 

proposition. The concept is based on take-away meaning that customers visit the store where they 

either order at their arrival or order ahead of arrival through an app or website with the purpose of 

leaving the facility successively. The value proposition lies in its’ efficiency, convenience and 

accessibility. In the early phase, the contemplation on offering catering is not considered profitable 

due to the individual batch size per order. This may however change as veganism moves from a 
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Minimum Viable Product

 Coffee

 Salad

 Sandwich/wrap

 Ecological juice

 Vegan snack

current niche into a mainstream market and will thus be reflected in the business strategy ex post 

facto. 

With the product I am challenging the conventional thoughts of ‘fast food’ as being a concept of 

unhealthy and rather low quality tasty food not contributing in a nutritional way. I desire to prove 

that fast food most certainly can be a delicious and nutritious dense choice of food consumption 

even on the go. Taste, price and convenience are key words in this regard. 

Five different items have been chosen to constitute and serve as the Minimum Viable Product 

(MVP) (Ries, 2011) as these are expected to form the core of a take-away menu. These are seen in 

figure 3 below: 

 

 

 

 

  

 

 Figure 3  

 Source: Own contribution 

Additionally I aim to accommodate the green meals with visual appeal setting the stage for 

temptation and delightfulness. I want to offer very tasty nutritional vegan food that people can 

actually fully enjoy in terms of taste while being visually appealing. The possibility of having a 

plant-based meal on the go is very scarce in present time despite the overwhelmingly increasing 

demand (Simplefeast.com) supported by numerous scientifically proven benefits. These benefits are 

not limited to health but rather to a plethora of aspects which constitute the context we live in such 

as environmental, agricultural, political and monetary benefits. The compelling component of this 

business proposal are the scarce opportunities that people currently have for vegan take-away. 

Looking at veganism no longer just being a choice of lifestyle attached to the individual, veganism 

has become a social movement that is opening up an opportunity for us as a company to tie people 

together sharing the same visions. This aspect is so engaging for people who are already vegans in 

addition to people who want to experiment with vegan meal solutions or just healthier convenient 
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solutions enabling the circumstances for a dietary lifestyle ‘transformation’.  

We all know the feelings of instant cravings when on the go, looking for something tasty to meet 

the short term gratification. Usually this is satisfied with what is easily available often times 

resulting in a meal from McDonalds or similar fast food chains. This leaves the consumer with a 

post facto feeling of unsavoriness, guilt and what’s worse even more hunger an hour later. All these 

issues among others are accommodated with a healthy dense meal filling our guts and pleasing our 

consciousness leaving us with a feeling of satisfaction and the idea that we did our body a real 

favor. 

 

3.2 Market segment 
This component has been chosen as a main part of the analysis as there is a disciplined focus of 

market positioning and how this is affected by consumer psyche and behaviour throughout the 

dissertation. Also what market strategy is the most appropriate in order to achieve a desired market 

position when assessing above mentioned theoretical subject.  

Prior to our market analysis I believe that our primary customer base is people in the age interval 

15-35 years old. This is due to the assumption that people in this age interval are very prone to 

adapt to new social trends. Also do they engage more actively on social media and stay in touch 

with these trends (Mediernesudvikling.slks.dk).  

Although Ie acknowledge that the amount of vegans today is a small minority, research made by 

Globaldata shows that there has been an increase in the amount of people identifying themselves as 

persons adopting a vegan lifestyle by 600 percent in the United States in the period of 2014 to 2017 

(Forbes.com). This is an indicator that I interpret to be potentially able to be projected onto 

Denmark commensurately. Although these numbers in Denmark are quite different from the US in 

present time, the statistics showing the immense progression in the US justify my presumption of a 

massive coming increase in Denmark likewise. According to Vegetarisk.dk approximately 35,000 

(guesstimate) Danish people eat fully vegan in present time, keeping in mind that fully credible 

surveys have not yet been made due to this social trend still being in its’ infancy (vegetarisk.dk). 

This means that, according to above mentioned reference from US statistics, this amount of 35,000 

may also increase sixfold within the next couple of years.  

Additionally, in 2017 a burger company branding themselves as pure plant-based realized an 

investment target of £150,000 in 24 hours underlining the rapidly growing demand for such 
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opportunities (Theguardian.com). Based on this hypothesis I am determined to adopt these vegan 

values as a brand welcoming a minority of people, already having an actual need, and great demand 

which based on research is only exponentially increasing (Rapidtransition.org).   

 

I predict that four groups of consumers will find this business venue appealing: 

1. Vegans already have a profound interest in my product. These people are the ones having an 

actual need for the product already looking for a convenient solution.  

2. Vegetarians who live less strictly but still are in need of non-meat meals.  

3. Flexitarians who predominantly eat plant-based but also meat on occasion.  

4. People with conventional eating habits who already have reduced their meat consumption.  

This last segment of people due to its’ size will constitute the larger cut of the total customer 

segment and thus is assumed to constitute the largest source of revenue even though their overall 

propensity to buy vegan food is assumed to be lower than for the other groups 

The way I approach to improve the position in the market segment, short term, is to prove traffic 

and interest.   

The long term goal is to also reach another market being that of the fitness minded people believing 

that their source of protein intake is only available from animal products. The goal of expanding the 

horizon of people with this conventional mindset thus has the potential to enlarge our customer base 

significantly (Idan.dk), by sending out the message of the importance of a healthy lifestyle. Proving 

that the access to plant-based protein is there and that it is convenient can potentially influence a lot 

of people’s food choices now that they also care for their health which effectively “kills two birds 

with one stone”. Also according to Forbes, is the demand for high quality and foods with dense 

nutrition continuously increasing as this is so greatly tied to achieving an aesthetic physique for 

both men and women (Forbes.com). This expansion however would require establishing new 

communication channels, product diversification and more which is not emphasized in this 

dissertation - although I acknowledge how great this potential for growth is.  

 

3.3 Revenue Model 
The primary revenue stream is generated from an asset sale revenue model (Afuah, 2014). The 

vegan venue will be generating revenue from selling plant-based take-away food primarily. In 
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addition to the food are products such as ecological coffee, juices, smoothies and some vegan 

snacks. I acknowledge that in order to keep costs as low as possible the sortiment must stick to a 

limited amount of options early post launch to minimize waste and keep working capital 

requirements low. This method is referred to as bootstrapping suggested by E. Ries (Ries, 2011). 

  

3.4 Growth model 
In order to grow at a decent pace I aim to incorporate a run strategy (Afuah, 2014) where I 

continuously innovate. This run strategy will be constituted by several important features listed 

below: 

● I will base the innovation in a direction based on customers actual wants and needs for 

which reason I need constant customer feedback. The imperative need of validated learning 

will help steer in the case of whether the venue is supposed to pivot or persevere in a given 

situation (Ries, 2011). 

● An ambidextrous approach (Afuah, 2014) by continuously exploring new ways of 

innovating and diversifying the product range while also exploiting the current products to 

better match the ever changing needs of the customers (HarvardBusinessReview.org).  

● Product diversification that helps me to prevent that upcoming competitors capture a very 

greatly sized untapped market of the fitness industry. This possibility ties into the fact that 

people haven’t yet discovered the true potential of what vegan meals and their proper 

nutrition disposition can do for building a great aesthetic physique. Additionally, what role 

this plant-based nutrition plays, for instance when it comes to reducing the likelihood of 

several forms of cancer and more (Healthline.com). 

 

The cost structure is reflected in a differentiation-driven business model as the venue is offering 

commodities different from what the majority of food selling companies offer in present time. The 

accessibility of delicious vegan fast-food on demand is very scarce as mentioned above. This 

underlines that the timing of entering an untapped market having an exponentially increasing 

demand has never been more compelling. The concept of providing plant-based foods in it of itself 

is hardly recognized as differentiating from competitors. However, it’s the internalization of vegan 
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values and that everything I offer supports a plant-based living lifestyle strengthening the position 

in the market while creating a gap of my image from that of my competitors.  

Acknowledging that a very high sales volume is required in order to expand, I am pursuing a 

bootstrap method strictly aiming to reduce expenses as much as possible (Ries, 2011). This 

effectively means that labouring costs will be zero and that I put myself in a position where I have 

to execute on the tasks without getting paid, initially. This is a premise to keep costs as low as 

possible as I forecast that I cannot afford paid labour for at least the first six months after the 

opening. 

Using the viral engine of growth (Ibid) I am establishing a viral footprint on social media such as 

Facebook and Instagram which in present time are the most popular tools to gain exposure, 

especially with the viral trend of posting pictures, using hashtags and popular captions to gain 

attraction. All the while the venue is identifying with vegan values I will enable the venue to catch 

the amplifying accelerative social trend of veganism. Exposing the venue with these values will 

have a self-perpetuating effect due to the current scarcity of such companies in Denmark. 

Also a lot of people more than ever seem to catch the drift of doing something good for their body 

while at the same time being able to support the environment and animal welfare (Jyllands-

posten.dk). According to this source more than half of the Danish population have reduced their 

meat intake for the majority of their meals, based on a sample size of 1.514 respondents in the age 

interval of 15-74 years of age (Ibid). Healthiness, climate concerns and animal welfare are the main 

incentives for the alteration in eating habits, with healthiness being slightly more important to 

people (Ibid). 

Additionally, taking advantage of influencer marketing will elevate the venue’s position 

exponentially as I plan, through my private network, to get influencers to post pictures on instagram 

(primarily) of the food products and shop front. Also it is the intention on a short-term basis to 

involve a food blogger specializing in plant-based foods and health to help write about what my 

range of products contain of micro- and macro nutrients in addition to how it reinforces a healthy 

lifestyle. Also can I contact an environmentalist to comment on how it directly supports the 

preservation of the environment. 

 



32 

 

3.5 VARIM framework 
This VARIM framework has been appraised to be a useful framework in order to assess the 

profitability potential of the business model (Afuah, 2014). This model brings principal features 

into consideration as to how to build and maintain competitiveness and how these initiatives are 

supposed to sustain profitability long term.  

As the first component ‘Value’ of the VARIM model was already covered in the ‘Customer Value 

Proposition’ section, further comments on this particular component is not sufficient. 

 

3.5.1 Adaptability 

In present time, the social trend of veganism has not yet hit Denmark fully which is evident in both 

the alleged amount of people identifying themselves with being vegan, which is approximately 

35,000 in addition to the scarce amount of vegan food opportunities that have yet hit the market. 

These circumstances allow me to build and own a standard, in terms of quality of taste and price 

level. This can serve as a springboard to fundamentally steer or more easily navigate through future 

changes in customer demands especially through the co-creation approach to innovation (Iglesias, 

2007). As I am operating in the restaurant trade selling vegan food and complementary vegan 

consumable products, the cost of reconfiguration to adapt to new customer demands are considered 

low as the core parts of the product will remain in demand provided that people will continue to 

support this trend of veganism. This is thus supported by a plethora of indicators tying into 

increasing concerns for animal welfare, health and protecting the environment (Forbes.com).  

So far when looking at the timeline, veganism has hit the level of a ‘mega trend’ characterized by a 

longevity of 3-7 years (Andersen et al., 2016). Many factors indicate that veganism as a megatrend 

does not stop there. Rather, it seems very plausible that the magnitude of this trend will accelerate 

even further as the support for taking active care of the planet and one’s health is increasing 

likewise. Potentially, this current megatrend can and will in all likelihood transition into a 

macrotrend, characterized by a longevity of 20-50 years, due to the simple fact that the well-being 

of our planet is of vital importance and is a determining factor for survival. This does seemingly 

prompt people to shape their actions in accordance to fundamental needs in Maslow’s pyramid of 

needs (Ibid: 275). This suddenly means that there is a deeper agenda tied to the process of buying 

food. 
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3.5.2 Rareness 

This component of the VARIM-framework is interesting as I am fundamentally providing vegan 

food which is simply not a complex product. However this issue is planned to be mitigated by a 

goal of establishing not just an anonymous independent food outlet but to prevail as a brand and to 

represent values that support the moving trend that is currently so rapidly going forward 

(Theguardian.com). I want to create a forum where people with similar values whether these are 

hardcore or softcore vegan can essentially feel as part of a group and together collect themselves 

around our brand rather than just grabbing a vegan bite and move on. It is about the creation of a 

community for people with similar values and visions for the future. Once the brand has become a 

symbol through hardcore marketing and influencer presence I have potentially gained 

complementary capabilities (Afuah, 2014) which helps me create and capture value by exponential 

exposure on social media.  

 

3.5.3 Inimitabiliity 

The product itself is considered substitutable and is thus vulnerable to imitation. The difficulty of 

imitation lies in the brand’s capabilities and relations. The mission of going beyond just a basic 

plant-based meal is what essentially will differentiate the brand from its’ competitors. Establishing a 

form of solidarity around the brand is an essential part to keep the customer retention rate high. This 

will be possible through complementary capabilities supported by the brand agenda and vision. 

Also the brand’s relational capabilities will play an imperative role as I intend to keep tight 

relationships with people through the brand community, who will support the brand by being early 

adopters of the product. As a consequence the enthusiasm of such early adopters will constitute our 

first mover advantages, as an initial loyal customer base is then established (Afuah, 2014). Creating 

value by involving people of a varied skill set and influencers will help in creating a brand 

constituted by people of all sorts sharing the same vision for the future. Not only vegans can feel 

solidarity and gather around the concept to experiment with some new dietary options while also 

feeling as part of something bigger. Simultaneously does the brand support values in favour of real 

time pressing issues such as climate change, animal welfare and health. This business concept 

becomes very difficult to imitate if the system has a lot of interacting activities which is the end 

result of the brand community (Afuah, 2014). The degree of inimitability is emphasized by the 

Teece model underlining the revenue potential of a venue having low degree of imitability and 
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tightly held resources which can be the case of my business venue provided that the brand 

community and the interaction within is engaging (Afuah, 2014: 139). 

Moving first in the attempt to serve a market niche has the potential for the business venue to 

pursue a niche strategy (Johnson et al., 2015). This ties very well to the ambition of building the 

brand community where experience with consumers and product prosperity as a result is likely to 

protect our dominant position in this particular niche long term (Ibid).  

 

3.6 Company Vision 
I envision a future where people will have access to plant-based foods. A world where the 

production of animal based foods are therefore significantly reduced, and that people become 

conscious of health implications of consuming so many animal-based products. Additionally is the 

vision to help people realize how a plant-based diet can truly benefit the environment, thus 

incentivizing them to increase their consumption of plant-based foods. Also do I envision that 

future production of cutlery, cups, salad bowls et cetera are no longer made of plastic but instead of 

reusable and/or biodegradable material not harming the environment.  

 

3.7 Company Mission 
It’s my mission to provide accessibility for authentic plant-based foods for our customers and to 

broaden their perspective on how a plant-based diet can potentially transform their physical 

capabilities as well as their well-being and how it simultaneously supports a sustainable 

environmental future. It is my mission to provide this food charged for a reasonable price allowing 

everyone who wants to be inspired by what a vegan lifestyle is to have that opportunity. Also do I 

strive to reduce food waste as close to zero as possible by signing up for sustainable solutions such 

as networking initiatives ensuring that people can pick up the remainders of the day for a discounted 

price. Below is a list of the key brand identity characteristics that I would like customers to 

associate us with: 
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Key brand identity characteristics 

Animal Welfare  

Healthiness  

Sustainability  

Ecology 

Solidarity 

 

 Figure 4  

  Source: Own contribution. 

 

In addition, the long term goal is to compete on the mainstream food market with the vegan product 

especially once veganism becomes a mainstream trend in Denmark. I want to expand this vegan 

trend which in present time is a niche and associated with “hipster” values to become a trend 

considered a normality where people embrace veganism and acknowledge all of its’ benefits no 

longer with prejudices.  

 

3.8 Funding 
In order to commit to the venue fully, the plan is to be personally economically liable proportional 

to the amount of capital needed in order to successfully start this business. This guarantees certain 

circumstances where forfeit is not an opportunity as I will do anything in order to avoid withdrawal 

with economic debt.  

The component of funding has not been examined which was also stated in the delimitation. 

Therefore this section will address this component only very briefly. 

I acknowledge that an operating budget for instance is a necessity and serves as a forecast for how 

much money is needed. This however is not made in this dissertation as this is not a cardinal point 

and will not be furtherly discussed. Instead the focus is emphasized on the market potential, value 

proposition and marketing. Further, I operate with the underlying assumption that a fair and 

adequate amount of capital is prepared for the venue.  
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Once some revenue has been generated and the demand for the product has been fully proven, 

funding from business angels is considered an opportunity for growth.  

‘Smart money’ (Buch, 2018) is an imperative factor meaning that the investor chosen to help 

growing the organization is required to have certain capabilities and a network relevant for this fast 

food industry in order for it to grow in the right direction. 

A second method to generate funding is by crowdfunding where private peers support the venue by 

economic contribution. Potentially, the required amount of funding can then be raised jointly. If Ie 

decide to seek public funding, Booomerang.dk or Kickstarter.com are both opportunities. An added 

bonus of raising funding through crowdfunding is the potential of great exposure of the product 

while also being able to build a network simultaneously which according to Booomerang.dk is one 

of the most important traits when it comes to becoming successful (Booomerang.dk). 

One significant way to generate initial revenue and interest for the product is to capture the attention 

of the lead user segment. These people constituting this segment can help not only to test the 

product and provide feedback but also offer a cash flow to help fund development expenditures 

(Grant, 2018). This method of reaching out to early adopters (Ries, 2011) will enable launching a 

product with attributes such as visual aesthetics, combination of commodities into a selective meal 

and price setting, closer to what the potential customers actually want rather than what we think 

they want. 

I have identified these early adopters to be people with vegan values who have definite interest in 

the availability of such a food selection. These customers would allegedly be very encouraged to 

see this venue successfully launched as this helps solving their issues of accessibility to vegan food. 

These circumstances are imperative in accordance to A. Slywotzky for success:  

“The key is to creating what people love before they know they want it. This requires focusing not 

on what customers want but on their sources of dissatisfaction” (Grant, 2018: 264). 

One of my interviewpersons, Jonas O., expresses in his interview that:  

“It is my impression that vegans can have a difficulty finding a vegan venue in Copenhagen. 

However I think that if you do a fair amount of research it is not too difficult to find a vegan 

alternative. I see a progressive pattern especially in restaurants where they more often have a 

vegetarian or a vegan option”. Essentially he expresses that there are certain vegan options in the 

market but also that a fair amount of research has to be done and a willingness to walk a certain 
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distance is required to find these venues. This signals that there are some options for vegans but 

these remain a minority which I interpret to be a source of dissatisfaction, cf. A. Slywotzky.  
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4 Competitor analysis 

The purpose of this chapter is to analyze the competition in order to test my presumption “There is 

a gap in the market enabling my venue to compete in”. Thus, the requirements for a competitive 

spot in the market will be analyzed by looking at price and quality parameters.  

The prices for the items included in the Minimum Viable Product are gathered and compared in 

order to estimate the most competitive price level and quality level compared to competitors. 

Finally, a conclusion of the possibility to enter the market and that if this particular spot is attractive 

by looking at the parameters of price and quality when compared to competitors is emphasized. 

 

4.1 Market description 
The take-away market is the focus for the analysis. Therefore, all potential competitors in this 

market are selected based on that they offer take-away options for their customers. Additionally, 

this must constitute a significant part of their daily revenue in the event that they also have a 

significant “eat in” business, eg McDonald’s. 

Preliminary are all the incumbents having a pure full table service restaurant concept screened out 

as this concept is considered far from the concept of this venue contrarily representing a fast pace 

business with a low service level. 

In order to identify who the competitors are as close as possible to the concept of this venue, a 

Minimum Viable Product basket of 5 food and drink items (MVP) (Ries, 2011) have been chosen as 

benchmark. These five benchmark items are a cup of coffee, a salad, juice, a vegan snack item and a 

sandwich/wrap/bagel. 

This MVP has been chosen as these are considered key products in a take-away menu having fairly 

low costs while being easy for the customers to take away. 

So, while having these above mentioned anchor points, I identified 12 potential competitors. 

These are listed in table 1 below: 
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Table 1  

Source: Own contribution. 

 

Taking a look at the company profile, none of these 12 companies are having a vegan or vegetarian 

profile. However, they are all with exceptions of LéLé Street Kitchen offering one or two 

vegetarian/vegan options. This enables my concept to enter the market coming with a business 

profile that is considered significantly different from the 12 competitors listed in table 1 above. 

 

4.1.1 Competitor mapping 

As point of departure in all the identified competitors, a segmentation analysis is made on the basis 

of price. The rationale for segmenting based on price is that price and quality are strongly 

correlated. This notion stays as a principle when looking at the following figures. Now that price is 

a quantitative factor this makes it more suitable to segment the products in comparison to quality as 

this is not quantifiable. Also do I in this context assume that, due to the strong correlation between 

price and quality, if quality was the primary segmentation value the outcome would be similar. 

Initially, a segmentation of competitors will be made based on price. Thus, all the competitors will 

be placed in three respective segments; ‘Discount segment’, ‘Premium coffee segment’ and ‘High 

quality take-away segment’ solely based on their product price average of respectively food and 

coffee. These placements are visualized below in a two-dimensional figure (see figure 5 below). 

This figure below presents index calculations made in order to allow for price comparison when 

looking at coffee prices and food prices respectively. Important to notice is that this model is made 

Type of venue Business concept Presence

7-Eleven Kiosk High price, convenience, to-go Global

Joe&Juice Café Urban juice bar, staff, freshness in-house Global

Starbucks Café Story telling, family welcoming, long-lasting stay Global

Coffee House Café Story telling, family welcoming, long-lasting stay Nordic

Burger King LQ Fast food Low price, to-go Global

McDonald's LQ Fast food Low price, to-go Global

SMAG HQ Food stand High quality, freshness, to-go Local

Lélé Street HQ Food stand Vietnamese, freshness to-go/restaurant, Local

Coffee Collective Coffee stand Exceptional coffe experience, to-go, Local

Smagsløget Food shop High quality sandwiches, freshness, to-go Local

Bagel Time Food shop Freshness, to-go, avg. Price Local

Illy Café Italian inspired, high quality coffee, in-house Global
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solely based on price comparison whereas the factor of quality will incur later in the analysis. 

The red cross indicates pricing average across the prices of all 12 different venues. However, not 

every venue is selling coffee which places them in the bottom of the figure corresponding to a value 

of 1 at ‘coffee price’. However as these venues are still selling food, their placements depend on 

these prices only. The purpose of the market average price is to identify where each competitor is 

positioned relative to the market average (illustrated with the red cross in figure 5). 

This figure allows for a distribution of all the venues into the three segments just mentioned above. 

Some of the venues are so similar that these will be addressed together whereas the ones that are 

unique will be addressed on their own. 

In the process of tailoring this two dimensional model one observation was made. The pricing 

policy of competitors is differentiated between coffee and food. Some competitors have premium 

pricing on coffee while the pricing on food in contrast is moderate. This justifies having two axes 

for pricing on these two different item types. 

When determining where the boundaries between each segment lie, subjective opinions are 

included. Due to the goal of dividing each segment with straight vertical lines, while based on 

pricing averages the gaps between the competitors in the figure below compared to reality can 

deviate to some slight degree. 

In this dissertation, the concept of quality can be considered a fluid concept. However the 

characteristics of quality are in this context constituted by the terms: 

● Ecology  

● Appearance of freshness  

● Appealing presentation of the product  

● Sustainability 
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Figure 5 

Source: Own contribution. 

 

4.1.1.1 Discount segment definition 

In this lower segment belong the following competitors. These are characterized by having prices 

well below average when looking at all types of products.  

 

Burger King & McDonald’s 

These two relatively identical fast food venues belong to the discount end of the three segments. 

Referring to the model, it is evident that their prices are somewhat identical placing them on top of 

each other in the figure. Their prices are relative to the perfect average when looking at the food, 

approximately 80 percent cheaper. Likewise are their prices for coffee 55 percent below average. 

Due to the presumed correlation between price and quality, which is comparatively low to average, 

the positioning is justified. 
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7-Eleven 

Looking at 7-Eleven in the index, they are placing just below average looking both at food prices 

(15 percent below average) and coffee prices (30 percent below average). It is evident that when 

comparing them to other competitors these prices differ significantly. Their concept builds around 

convenience but without specialization meaning that they offer whatever customers need but with 

quality compromise. Interestingly, 7-Eleven has priced their coffee selection at a minimum of 25 

percent cheaper than high quality coffee sellers. 

 

Bagel Time  

Bagel Time’s placement is first of all reflecting their lack of coffee in their sortiment placing them 

in the bottom. Additionally, their prices for standard food selections are approximately 18 percent 

below average. Although it turns out that their selection of food is freshly made their food price is 

still on par with 7-Eleven referring to the model thus assuming that the quality is resembling that of 

7-Eleven which is considered discount. 

 

4.1.1.2 Discount Segment Quality parameters 

In this segment the overall quality of products and profiling is considered non-deferenting to the 

environment (sustainability) and to commodity standard (ecology). McDonald’s and Burger King 

for instance don’t have a sustainability or ecological profile. This results in their products being of 

poor quality in respect to these measures all the while they serve their products in plastic packaging. 

Thus the presentation of the products is considered below market average as the food items are 

made pre-ordering. 

This is the same case for 7-Eleven having their food already made not representing any particular 

degree of freshness.  

Looking at Bagel Time performing in accordance to the quality parameters, it was evident from the 

observations that the bagels were freshly made post order. However, the complementary products 

were made of plastic and according to the employees, Bagel Time does not have a sustainability nor 

an ecological profile but rather standardized commodities. No additional actions have been taken to 

elicit extravagance, not product wise nor when looking at the shop ambience. 



43 

 

Overall, there is absolutely no indication of profiling in any of these four particular venues that 

point in a direction of company values of veganism, sustainability or ecology that my vegan venue 

is going to represent. 

 

4.1.2 Premium coffee segment description 

This segment is characterized by having prices well above average looking at their coffee selection. 

Also is the cardinal point for companies belonging to this segment having coffee as their main 

attraction and thus coffee of premium quality due to the strategic approach. An important notion is 

that their quality of food does not necessarily correlate with the quality of coffee and is disposed to 

moderate quality. 

 

Coffee Collective  

This competitor, is pricing their high quality coffee approximately 20 percent above average as this 

is their main attraction. Thus, their positioning is far left on the horizontal scale due to their lack of 

a food sortiment. However are their prices almost identical to that of Coffee House, Starbucks and 

Illy, shown by their vertical placement. 

 

Coffee House, Starbucks & Illy  

These two first mentioned competitors (Coffee House and Starbucks) are considered to be almost 

identical in every aspect of their business model. This justifies their positioning on top of each 

other. The only very slight difference is that Coffee House charge a little bit more for the same 

quality coffee. They are both approximately 20 percent above average price when looking at coffee 

in contrast to 10 percent below average when looking at the food prices. An interesting notion is 

that their food prices are almost similar to that of 7-Eleven although the perceived food experience 

differs significantly.  

Looking at Illy, their coffee concept is similar to that of the other two and prices are evidently on a 

similar level. However their food prices are somewhat 30 percent more expensive placing them in 

the far upper right quadrant as the venue having the most expensive prices when looking at food 

and coffee combined. 
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4.1.2.1 Quality parameters  

Coffee House and Starbucks are both profiling on sustainability as they explicitly sell reusable 

thermo cans for coffee. Their signature coffee is barista made eliciting a high quality product 

supported by the exhibition of the yet ungrinded coffee beans.   

Also is their packaging non-plastic and reusable. The presentation of the products is considered 

appealing however not freshly made justifying this placement. 

Coffee Collective is compassionate about telling their product story through a sustainable value 

chain from farmer to barista, underlining the high quality product along with serving the coffee in 

recycled cardboard cups. Also is the coffee ecological.  

Illy’s company profile and ethics is heavily based on sustainability (Illy.com). This is evident as 

they serve the food in paper and coffee to-go in cardboard. However, the food is made pre-order 

although it still remains visually appealing. 

None of these venues are taking on any particular profile appealing for vegans or vegetarians 

enabling my venue to differentiate on the business concept of a vegan profile.  

 

4.1.3 High quality take-away segment 

This segment is characterized as having food as the main attraction and thus having expensive 

prices. The correlation between high price and quality is presumed as mentioned in the start of the 

chapter. 

 

SMAG, LéLé & Smagsløget  

All of these three competitors are considered similar when looking at their business concept. Also, 

none of these venues offer coffee hence their placing on the index of value 1 for coffee. Both 

SMAG and LéLé are well 20 percent above average looking at their food prices in comparison to 

Smagsløget being almost 40 percent above market average and 20 percent more expensive than 

these other two venues. Smagsløget is thus taking the position of the most expensive food provider 

in the market comparatively almost 120 percent more expensive than McDonald’s and Burger King 

for a standard meal.  
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Joe & the Juice  

This competitor evidently reflects their coffee prices well on the perfect market average. Their 

prices on food in comparison is well 25 percent above average almost on par with LéLé Street 

Kitchen. 

 

4.1.3.1 Quality parameters in high quality take-away segment 

SMAG, LéLé and Smagsløget all serve their food freshly made and the quality of their commodities 

are evidently of high quality based on the visual aesthetics and aroma. The food is served in paper 

packaging which is considered sustainable although their profile on the concept of sustainability is 

absent. 

Joe & the Juice serves ecological coffee while also offering freshly made food and drinks. The 

coffee is served in cardboard cups although the juice is served in plastic cups, diminishing their 

mission of sustainability. The food made post order is evidently of high quality and very appealing 

both visually and tastefully. Joe & the Juice however sells vegan juices but has only a single option 

of a vegan meal making them the competitor with the selection closest to my vegan concept. 

 

4.1.4 Subconclusion 

Based on the analysis above it is concluded that all 12 competitors belong to three respective 

segments based on the pricing of their main attraction product by which the venues are also 

distributed.  

It is concluded that none of the 12 competitors have a vegan profile in any regard albeit some 

limited vegan options offered by some of the competitors. Starbucks, Coffee House and Illy are 

profiling themselves on sustainability as one of the three key brand identity values that my venue 

will emphasize leaving them in a position not close to my venue based on concept but rather on 

brand identity.  

Conclusively, Joe & the Juice is the concept representing the key values closest to my vegan 

concept. Offering all their juices as vegan while having high quality ecological coffee is considered 

similar to my concept. Similarly do they offer freshly made and high quality food which is a highly 

integrated part of my concept. Looking at the figure, Joe & the Juice is thus the competitor located 

closest to my concept although they also do not have a vegan profile. From a customer perspective 

they are thus the closest benchmark when determining value for money.   
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Taking these conclusions into account entering the market is considered a great resolution. An 

attractive market position with my differentiated concept is highly likely especially in the light of 

the current progressive trends.  
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5 Customer analysis 

 

The purpose of this chapter is: 

First, to theoretically explain what factors tie into the consumer behaviour patterns on a cognitive 

level. This will be done through a customer analysis involving theoretical contributions whose 

purpose is to explain consumer behaviour patterns and how these are tied to a cognitive decision 

making process. This will explain why the respondents in the questionnaire answer the way they do. 

Secondly is the purpose of the analysis to identify who the potential customers to my vegan venue 

are. The objective is to identify a group of people having a homogenous buying behaviour 

(Andersen et al., 2016). This will be addressed through the research methods of qualitative 

interviews aiding in understanding what they react to and why they do so specifically. Additionally 

the quantitative survey will aid in mapping this behaviour, the scaling of such behaviour and also in 

mapping whether or not this behaviour has changed or will likely change in the future. Also the 

analysis will reveal what possible, yet undiscovered, target groups are available in the market that 

have great buying potential. 

Additionally the purpose is to understand the strength of the vegan trend in Denmark through the 

analyses based on the data gathered from the research methods. Understanding the customers 

perception of this trend will help validate to what extent this trend is consolidating and to see if the 

expected interest in this trend is significant. This understanding will be aided with the inclusion of 

quotations from the semi structured interviews underlining a series of particular first person 

opinions on buying behaviour and impressions of the impact on veganism. 

 

5.1 Consumer behaviour 
The theoretical foundation of consumer behaviour has served as an inspirational source to create the 

frame for my customer analysis. Using this theory has essentially guided the formulation of the 

questionnaire and also contributed to important questions in my semi structured interview guide. 

In order to launch a venue basing its concept around veganism, which in present time still is in its 

infancy in Denmark, it is of great importance and relevance to look at the behaviour of targeted 

consumers. In this context it is reasonable to clarify ‘psychographics’ which is a concept that 
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involves:“the use of psychological, sociological and anthropological factors to determine how the 

market is segmented by the propensity of groups within the market and their reasons to make a 

particular decision about a product, person, ideology or otherwise hold an attitude or use a 

medium” (Solomon, 2004: 204). 

This segmentation criteria thus takes into account criteria such as ‘lifestyle’ which revolves around 

basic needs and actions such as eating habits (Andersen et al., 2016). The overarching important 

element of using psychographics as a means to understanding consumer behaviour is that it answers 

the question; Why do they buy. One model that addresses this issue is the reverse pyramid of needs 

(pointing downwards) developed by critics of the original Maslow pyramid (Andersen et al., 2016).  

 

 

 

 

 

 

 

 

 

 

 

       

         Figure 6 

      Source: (Andersen et al., 2016: 275). 

The central point is that it draws a distinct connection between the levels meaning that the agenda 

of buying food in a modern society with an abundance of resources is not just to survive. Rather, it 

has a deeper agenda tied to that of self actualization as people want to brand themselves to show 
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their behaviour outwardly as they buy ecological products or present oneself to be utmost healthy 

by showing an outstanding physique (Ibid). These types of needs are psychogenic rather than 

biogenetic and are seemingly playing a greater role in modern society than ever (Solomon, 2004).  

This social phenomenon is considered an amplifying factor for my business concept as the 

company’s mission is to not just sell healthy vegan food but rather create a community around this 

concept enabling people to in fact act out their need for self actualization while contributing to a 

great environmental caretaking cause.  

Attaining a deep understanding of how these consumers decide, how they resonate and what factors 

affect them in their decision making process can establish the right premises for a successful 

positioning in the market. Also is it of interest to evaluate if they are inclined to test the waters for 

new eating products and what risks they associate with experimenting if there even are any 

perceived risks. When assessing the model ‘Types of buying behaviour’ (Andersen et al., 2016: 

255) it is evident that food products initially have a low ‘degree of involvement’ in the consumers’ 

decision making process due to low perceived risk of completing the purchase (Ibid). 

The field study conducted shows that there is going to be a great difference between existing 

suppliers (retailers) and that of this venue in terms of product quality especially. This is going to 

lead to a ‘great difference between brands’ resulting in possible ‘variation seeking buying 

behaviour’ from the consumer when appraising this model (Ibid). This essentially underlines that 

consumers are inclined, without tendency to having any particular dissonance reducing behaviour 

(Andersen et al., 2016), to test this new food product. The products values and mission are highly 

popular in present time increasing the likelihood for people to buy it and evaluate the product post 

purchase. In this context the decision making of the cognitive buying process is very adequate (with 

my product having a low degree of involvement) to understand and to appraise.  

The communications’ model of AIDAE (see below) rationalizes that the effect of advertisement 

will essentially affect the consumers buying behaviour (Andersen et al., 2016). The premises of the 

progressive steps in the model is that the message communicated by the venue is catchy drawing the 

attention of consumers. An important notion in this regard is that great advertisement made by the 

venue will raise brand awareness amongst its’ target group. However, word of mouth between peers 

is later relied upon in later stages of product evaluation and lastly adoption (Solomon, 2004), 

making the extended version of the AIDA model so relevant. The extended version is seen below. 
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Due to linguistic requirements the ‘E’ component has been modified to an English version of ‘A’ 

but the purpose and functionality remains the same. 

 

 

 

 

 

 

 

 

 

Figure 7 

Source: (Andersen et al., 2016: 669). 

The extension of this model with the ‘E’ is of great importance as this is where the product and the 

firm achieve real value in consumers perception. This last phase (post purchase) is where opinions 

of the product are developed positively or negatively resulting in a word of mouth process between 

peers already having bought the product and those who are still contemplating (Ibid). The positivity 

of word of mouth, which is untrollable by the firm, is absolutely essential to the survival of the firm 

as this paves the way for future customer attraction (Kornberger, 2010).   

Looking at inner controlled learning (Andersen, 2016), the consumer is establishing an opinion 

when listening to the feedback of peers using a certain product ultimately reducing the perception of 

risk tied to the action of purchase. Also does the trustworthiness stemming from private peers 

(people we know) appear to be more reliable than do biased feedback from employees in 

comparison (Solomon, 2004). These facts also underline the great potential of influencer marketing 

as a tool to reach out to new potential customers as people often associate recognizable faces with 

values of trust, reliability and essentially positive connotations. “WOM is far more powerful: It’s 

estimated to influence two-thirds of all consumer-goods sales” (Solomon, 2004: 379) indicating the 
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actual power of word of mouth in comparison to blend B2C advertisement.  

 

The analysis is organized into principal criteria (Andersen, 2016). The principal criteria used are 

listed in the following: 

● Behavioural  

● Psychographic 

● Technographic 

● Profile 

These principal criteria will be covered using a plethora of different cross tabulations across the 

principal criteria in order to accomplish the most complete picture of how the variables are 

correlated. The purpose of these cross tabulations is to show tendencies in consumer behaviour. 

 

5.2 Primary target group 
The identification of customers fitting the current niche is crucial due to the fact that knowing the 

exact relevant customer characteristics will allow the venue to serve these customers in the most 

appropriate way aligned with their exact wants and needs. This information is imperative to guide 

the focus of the marketing approach and thus branding strategy. As a means to identify the primary 

customer segment, cross tabulations between perceived fitting variables have been made in order to 

evaluate the correlations between variables and thus to test the hypotheses presented throughout the 

section. Several cross tabulations will aid in answering the hypotheses (see the list in chapter 2) and 

so forth throughout this chapter.  

 

Test of hypothesis H1: There is a correlation between gender, level of education, dietary lifestyle 

and eating habits.  

Cross tabulating “dietary lifestyle” and “age group” shows that older people have a less plant based 

diet (see Appendix 4). This resonates very well with the presumption that people of a younger age 

actively experiment with new diets and seek information to test their need for self-fulfillment. This 

claim is supported by the data (see appendix 4) showing that the proportion of people not 

identifying themselves as ‘Vegans, Vegetarians, Pescetarians or Flexitarians’ (‘None of the above’) 

is incrementally growing with age. The growth is respectively 59 percent of the respondents at 16-
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20 years of age in comparison to 75 percent for the group of 31-40 years of age and lastly 84 

percent for the group of 41 years of age or older.   

This cross tabulation also reveals that there is a great tendency pointing towards a correlation 

between actively choosing a plant-based diet and a young age in comparison to people of older 

generations. For instance the proportion of flexitarians is also declining with age, falling from 

respectively 32 percent for people in the age group of 16-20 years of age to 15 percent for people in 

the age group of 41 years of age or older (see Appendix 4). However, as the p-value for this cross 

tabulation is 0,34 one cannot confidently argue that this finding is generalizable to the population. 

 

Test of hypothesis H3: “Women are more inclined to eating less meat than men”. 

The cross tabulation of dietary lifestyle and gender (see Appendix 1) is showing a tendency, 

although weaker than expected, that women actively choose a stance towards a more plant-based 

diet than men. This behaviour is also backed up by Vegetarisk.dk claiming that 70 percent of the 

vegetarians in Denmark are women in the age group of 15-34. Still referring to Appendix 1, 22 

percent women are flexitarians in comparison to 13 percent of men. Also no male respondents 

identify themselves as vegetarians in comparison to two percent of the women (see Appendix 1). 

Although this percentual spread is just an indication of real proportions, the tendency of women 

putting away meat more often than men are grounded in the interviews. Sophia K. states that  

“I have started to eat a lot more vegan. I think about eating more vegan than in the past. I think 

food without meat is more appealing and feels better. I get the feeling that my meals are more 

varied when containing more vegetables”.   

In contrast Sebastian B. perceives meat as a compulsory: “I haven’t thought about eating more 

plant-based in the future and I will not put meat away for good as I simply love it too much” 

supporting the tendency that men are finding it harder to give up meat than women. The statistical 

finding in the customer analysis however does not back up this claim, relying upon a p-value of 

0,16 claiming that this finding cannot be generalized. 

When looking at the correlation between age groups and those who have reduced their meat 

consumption within the last five years (see Appendix 5), there is no clear tendency showcasing that 

people of a younger age have reduced their meat consumption significantly more than the older 

people. However, an important notion is that people across all age groups have in fact all reduced 

their meat consumption within the last five years although the older people are not as extreme as the 
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younger ones (see Appendix 5). In total 48 percent report that they “Agree” or “Strongly agree” to 

have reduced their meat consumption within the last five years. The cross tabulation of level of 

education and reduced meat consumption (see Appendix 6) shows that 64 percent of people having 

a Masters Degree or higher education “Agree” or “Strongly agree”, that they now eat less meat. 

This compares to 48 percent of the total respondents revealing that the marketing strategy can be 

successful by including all segments of education. 

 

5.3 Market sizing 
Addressing the market sizing component, the intention is to test hypothesis H2: “There is a demand 

for vegan food in the market”. 

This hypothesis will be addressed and finally tested based on my statistical analysis below.  

In order to test this hypothesis, table 2 has been constructed.  

 

Table 2  

Source: Own contribution 

 

This table illustrates an overview of an approximation of the number of people in Denmark (on the 

left half) having five different eating lifestyles. The reason for looking at the nationwide population 

is my goal to expand throughout Denmark long term. Due to my intention of opening the first outlet 

in close proximation to Nørreport Station, a downsizing of the entire population has been made 

  

Danish population Nørreport daily people flow 

All Age group 15-34 

Women age group 

15-34 All Age group 15-34 

Women age group 

15-34 

  .1000 percent .1000 percent .1000 percent .1000 percent .1000 percent .1000 percent 

Vegan        58      1%        21      1%        14      2%          3      1%          1      1%          1      2% 

Vegetarian      168      3%        61      4%        42      6%          7      3%          3      4%          2      6% 

Flexitarian   1.103      19%      341      23%      229      32%        48      19%        15      23%        10      32% 

Other who has 

reduced meat 
consumption in 

recent 5 years   1.678      29%      458      31%      229      32%        72      29%        20      31%        10      32% 

Residual   2.798      48%      597      40%      208      29%      121      48%        26      40%          9      29% 

Total   5.806      100%   1.477      100%      722      100%      250      100%        64      100%        31      100% 
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which is shown in the right half of the figure.   

The age group of 15 through 34 has been emphasized as people in this age group are considered a 

particularly interesting target group. Furthermore women are even more interesting, based on 

statistics from Vegetarisk.dk, as they constitute 70 percent of the nationwide amount of vegetarians 

making these young women prospects for our plant-based business concept. 

The amount of people with each lifestyle has been divided into both absolute figures (thousands) 

and percentages.  

Further people have been divided into these particular lifestyles as this effectively provides a picture 

of how many people who in all likelihood will display interest in a plant-based venue.  

The data have been derived from analyses made by Vegetarisk.dk (origins from Coop.dk analyses), 

Statistikbanken.dk, Renover.dk and my survey.  

The analysis from Vegetarisk.dk describes how people identify themselves as vegans and 

vegetarians, segmented by gender and age.  

Statistikbanken has been used to derive the amount of people constituting the Danish population. 

Lastly are the calculations used stemming from the data gathered from my quantitative survey 

which all are accessible in the appendix. 

 

● According to Vegetarisk.dk, 3,9 percent of the population are vegetarians. 

● Also are 20-30 percent of the vegetarians allegedly vegans (hence I use 25 percent). 

● When rounding up 3,9 percent to 4 percent, then one percent of the total amount of 

vegetarians must be vegans, cf. table 2.  

● The remaining 3 percent are thus vegetarians. 

● The exact same reasoning has been made for the age groups: 5,5 percent of the age group 

15-34 are vegetarians, thus 1 percent-point of them must be vegan (5-1 = 4). 

● Then when looking at the amount of flexitarians in accordance to appendix 1, these 

constitute 19 percent of the nationwide population. 

● Summing vegans, vegetarians and flexitarians this share amounts to 22 percent (see 

Appendix 4). This finding resonates very well with a Coop analysis from anno 2018 that 

people in the age interval 15-34 years of age, 23,3 percent also were flexitarians 
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(Coopanalyse.dk). Take precaution when using this number as the p-value is 0,34 indicating 

that this cannot be generalized to the population. 

● The figures for Nørreport Station are made as a crude scaling down of the nationwide 

figures based on a daily traffic at Nørreport of 250.000 persons (Renover.dk). This approach 

is due to a lack of data for Nørreport.  

● Those who have reduced their consumption of meat within the last five years constitute 38 

percent of those who have no particular lifestyle in accordance to appendix 2. These 38 

percent are summed up as 22 percent responding “Strongly Agree” plus 16 percent 

responding “Agree”. With a corresponding p-value equal to 0,00 this is generalizable to the 

population. 

● The share of 38 percent of the 76 percent of the population who still eat meat are very prone 

to keep reducing their meat consumption and maybe go vegetarian in accordance to 

appendix 1. 

● 29 percent of the population, who don’t have a particular dietary lifestyle, have reduced their 

consumption of meat within the last five years (0.38*0.76*100 = 28,9 percent, rounded up to 

29 percent). 

● Using this reasoning (100-52 = 48 percent) thus constitutes the remaining share of the 

population (residual) who haven’t changed their behaviour and are less likely to do so in the 

future. 

 

Conclusion 

● 48 percent of the population actually constitute the target group of this business venue - 

meaning that they have a larger or smaller preference for vegan or vegetarian food 

● Part of this group are vegans, vegetarians and flexitarians constituting 23 percent of the 

population. They have a particularly high interest in our value prop  

● 71 percent of women in the age group 15-34 are inclined to test our vegan product. 

● 60 percent in the age group 15-34 (including men) are inclined to test our vegan product. 
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● 120,000 (48 percent) out of 250,000 of the daily commuters around Nørreport Station are 

inclined to try the vegan product. 

 

Based on statistics from US and UK, a prediction of a significant exponential increase in these 

numbers are also likely to occur in Denmark. Although the interest level of vegetarian food is 

considered high in comparison to the actual number of vegetarians and vegans. This indicates a 

vastly growing market for such products. Also does this perfectly underline the immense value to be 

captured by sending the message to a broad audience. 

According to the business concept this decision of locating at Nørreport Station is supported due to 

recent analytics made in 2017 (Dst.dk) revealing that people living in Copenhagen spend more than 

double the amount of money on food outside the household annually than do people from jutland 

for instance (Berlingske.dk). The amount of money spent is approximately 17,000 DKK annually 

per household whereas 1,831 DKK of those are spent on take-away (Ibid).  

According to the findings, I conclude there is a broad interest for the vegan product. Therefore the 

message needs to hit a very broad audience and not just people who already exclude everything but 

plant-based food. This particular ‘need’ of vegan food is currently considered a niche (Johnson, et 

al., 2015).  

Referring to the above mentioned data by Vegetarisk.dk, approximately 70 percent of the entire 

vegetarian population are women (Ibid). This will be reflected in the marketing strategy.  

Also, the amount of young people showing concerns for the sake of the climate and animal welfare 

are added catalysts for consumer behaviour (Buzzfeednews.com). Therefore a prediction of 

especially a young customer segment is justified which supports the imperative of a reasonable 

price level accordingly which in context with being a take-away venue is natural. Also it is evident 

that price matters for Sophia K. being a student “Price means a lot as I am a student. (...) ecological 

products are now cheaper making me more prone to buy such products. If one has concerning 

thoughts about the environment and animal welfare I think it would be very suitable for everyone to 

prioritize this way” Her expressions indicate that she deliberately wants to contribute more to 

climate mitigation by shopping for greener products and that her actions unfortunately are limited 

by pricings. 
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5.4 Consumer behaviour patterns 
The behavioural tendencies of consumers are assessed in this part. The goal is to examine what 

affects the buying behaviour of consumers and what preferences they have when buying. Therefore, 

the cross tabulations made in this section seek to test the correlations between variables of such sort. 

Hypotheses H4 and H5 will be tested in this section. 

 

Test of H4: The buying behaviour of consumers is increasingly affected by the agenda of health 

compared to the agenda sustainability and animal welfare. 

Contrary to my assumption that sustainability and ecology means something to people when buying 

take-away, the findings indicate otherwise. Looking at the correlation between age and importance 

of sustainability when buying take-away (see Appendix 12), it shows that:  

● 46 percent of the total amount of respondents “Strongly disagree” or “Disagree”. 

● Only 18 percent “Agree” or “Strongly agree” that sustainability is important. 

Nor does it seem to appear that any age groups are favouring sustainability more than other groups, 

contrary to my assumption being that younger people care more. Evidently, there is no such 

correlation between age and opinion on above mentioned terms, also backed up by a p-value of 

0,39. 

The same patterns are revealed for the concept of ecology (see appendix 13 for cross tabulation) 

with only slight differences in the spread: 

● 54 percent of the total respondents “Strongly disagree” or “Disagree” that ecology matters 

when buying take-away.  

● Comparatively 20 percent have pledged that they “Agree” or “Strongly agree”. 

Comparing the youngest age group with the oldest there is no significant difference of respectively 

23 percent and 26 percent indicating that the potential customer groups are generally in 

contradiction to my assumption that younger people care more. This claim is furthermore backed up 

by a p-value of 0,61 indicating no correlation.  

Although these findings can bring about an impression that no one cares for ecology this however is 

far from the truth when interpreting the opinions of my interview persons. An important notion is 

that this opinion is only in the context of buying take-away. Terese A. states her opinion clearly “If 

the product that we are looking for is not available with ecological quality we will find it 
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somewhere else or simply just not buy it” which is very much aligned with the opinion of Jayme P. 

“Almost all the time when I buy milk I would like to buy it ecological. This is due to my past 

working experience on a farm where I’ve witnessed the conditions of life that the cows had which I 

don’t feel like I can support” expressing how the concerns of animal welfare for him is a primary 

cause of action in addition to how price prevents him occasionally.  

 

Testing my assumption that women are more inclined to care for the environment and to relate their 

decisions and activities to environmental friendliness, the findings support this assumption but only 

slightly. Thus, the concept of sustainability is to some degree more important to women than men. 

The findings indicate that:  

● 19 percent women in comparison to 15 percent men perceive sustainability to be of 

importance when buying take-away.  

● On the opposing end of this opinion continuum do 25 percent men in comparison to 19 

percent women disagree that sustainability matters. 

This supports my assumption that the agenda for climate damage mitigation still is gender related 

but only slightly. The p-value of this cross tabulation corresponds to 0,28 meaning that this cannot 

be generalized (see Appendix 14). 

Surprisingly the correlation between gender and opinion on ecology when buying take-away (see 

Appendix 15) shows that:  

● Men are more in favour of ecology than women, however only slightly. 24 percent of the 

male respondents perceive ecology as important when buying take-away. 

● In comparison do only 18 percent women perceive ecology as important when buying take-

away.  

● Additionally, only 20 percent in total perceive ecology as important when buying take-away. 

● This is compared to 54 percent in total disagreeing of its’ importance. 

These findings are not in favour of my business concept in present time but is believed to be 

increasing. The finding that men care more for ecology than women most likely stems from the low 

amount of respondents and the findings in a larger investigation most likely shows that women are 

in favour, presumably. Thus, as expected (when looking at only my findings) the significance level 

of p-value corresponding to 0,28 indicates that no such claim of gender having a predominant 
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opinion can be made. However, I expect that a nationwide investigation having N>1000 would 

show that women are more inclined to buying ecological products than are men. 

 

Test of H5: There is a correlation between the increasing awareness of climate, health, social 

responsibility and active decisions made on dietary habits. 

Testing the respondents behaviour and preferences when it comes to lunch meals it turns out that 

more people than expected do not eat meat for lunch (see Appendix 10).  

● So 42 percent of the total amount of respondents do not eat meat 3-7 times a week for lunch 

which is way higher than expected. 

● This showcases that almost 50 percent of the respondents find solutions not containing meat. 

This is considered a very positive indication as this tendency is only increasing when looking at a 

previous correlation between reduction of meat consumption and age (see Appendix 5) showing 

that:  

● The amount of people having reduced their consumption of meat within the last five years 

were correspondingly 48 percent. 

Testing for age there are no decisive findings indicating difference in behaviour which also supports 

that people of any age could have interest in my business concept for lunch. This final claim is 

backed up by a p-value of 0,72 indicating no possibility of generalizing age as a determining factor 

for lunch preferences.  

● On the contrary do 74 percent of the respondents eat meat for dinner five to six times a week 

(see Appendix 9). 

This supports the claim that this business concept has a greater impact during daylight hours. 

However, when testing for age, the significance level of the correlation is 0,08 indicating no 

possibility for generalization when looking at age.  

 

A very interesting finding however when testing the correlation between one’s own reduction of 

meat consumption and one’s opinion on close peers reduction of meat consumption were made (see 

Appendix 7).  
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● 62 percent of people who strongly agree and agree on having reduced their consumption of 

meat also have the impression that their close peers have done so correspondingly. 

● Contrary did only 24 percent who had reduced their meat consumption within the past five 

years strongly agree that their close peers had so correspondingly. The p-value is equal to 

0,00 indicating a strong correlation and possibility of generalization. 

This statistical positive correlation between own reduction in meat intake and the meat intake of 

friends and family elicits an indication showing that people are influencing each others eating 

behaviour although that is subconscious. Sophia K, although as the only one of my respondents, 

experiences this first hand “My friends and I talk a whole lot about what we eat, where we have 

been, share experiences and ideas for new recipes” indicating that in order for one to consciously 

be aware of if one is in fact influenced, food as a phenomenon has to be a topic in the circle of 

friends.  

This supports the thought that spreading word of mouth of benefits from reducing meat 

consumption through a branding lense can effectively increase the amount of people contemplating 

on reducing their consumption and thus pulling their interest towards my business concept. 

According to appendix 11, people have reduced their intake of other animal-based products: 

● It turns out that 25 percent of the total number of respondents agree or strongly agree to 

having reduced this type of intake.  

● Also the findings show that of those strongly agreeing to having reduced their meat intake, 

41 percent have reduced animal product consumption corresponding to that of vegan 

behaviour.  

● The remaining 59 percent of those strongly agreeing to having reduced their meat 

consumption are thus leaning towards a more vegetarian rather than vegan consumer 

behaviour. When comparing those dietary lifestyles, a plethora of research supports a 

tendency in transitioning from vegetarian to vegan eventually. 

This correlation, despite the sample size being small, is generalizable due to the p-value being equal 

to 0,00. 
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5.5 Technographical - Reaching potential consumers 
In the attempt to clarify the social media habits of people in general across age groups the 

hypothesis H6: Facebook and Instagram are the most attractive social media platforms for 

advertisement will be tested.   

The findings are quite clear. Facebook and Instagram are the most popular social media platforms 

when comparing to Snapchat and Twitter (see Appendix 17). 

● Evidently 52 percent of the total number of respondents use Facebook countless of times 

daily. This finding resonates very well with what ‘Mediernes Udvikling Danmark’ found 

claiming that 53 percent of the population from 16-89 years of age use Facebook multiple 

times daily (Mediernesudvikling.slks.dk).  

● Additionally 33 percent of the total number of respondents use Instagram multiple times 

daily supporting my expectations. According to Mediernesudvikling.slks.dk only 19 percent 

in the age group of 16-89 years of age use Instagram multiple times daily indicating a 

somewhat mismatch between my own survey and the bigger professional survey caused by 

representational issues. 

However, the correlation, in the case of Instagram, is supported by a significance level of the p-

value being 0,00 indicating that age has a meaning for the use of a particular media. 

Also the findings show that the younger audience use Snapchat and Instagram more often than do 

the elder people commensurately. This is showcased in one of my interviews as Terese A. (23 years 

of age) expresses her social media habits “I am not so much on Facebook, so I would definitely find 

your venue advertisement on Instagram, since I often sit with my Instagram open”.  

● Only 10 percent of the people of 41 years and older use Instagram many times daily. 

● On the contrary do 46 percent of them use Facebook many times daily showcasing this 

immense difference and the vast spread in popularity between these two medias.  

Assessing the significance of the correlation between age and frequency of use there is a definite 

correlation, the p-value equals 0,00, for the sake of Instagram in contrast to that of Facebook users 

where the p-value equals 0,97 indicating that Facebook is still used more by young people than 

older people (see Appendix 16). 

When it comes to social media activity related to gender across all age intervals it is evident that 

women are moderately more active than men. Also do these statistics indicate that the activity, even 
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for Facebook, is increasing although very slightly (1-3 percent per annum) looking at Facebook and 

Snapchat for both women and men (Mediernesudvikling.slks.dk). The increase in usage of 

Instagram for men however is more progressive increasing from 38 percent-point to 47 percent-

point from 2017-18 (Ibid). The share of women using Instagram is although still larger being 58 

percent in 2018 indicating that Instagram is a very attractive social media platform for my venue to 

reach potential customers especially when looking at women being more prone to eating less meat. 

 

5.6 Subconclusion 
Conclusively findings from the survey indicate that potentially 48 percent of the population (those 

who already have reduced their consumption of meat) will in all likelihood have an interest in the 

vegan product.  

Further the young segment of people as part of these 48 percent are more prone to having 

predominantly more plant-based diets as this tendency declines with age. 

I have decided to change the target customer group in the wake of this customer analysis. The 

movement from an initial vegan and vegetarian target group was made in order to ensure a decently 

large customer base and to constitute a basis for a profitable revenue stream.  

The decline in consumption of meat found in the survey is strong in all age groups, though slightly 

stronger in the younger segment.  

 

Additionally women are relatively more prone to eating plant-based than men across all age groups 

underlining that a major part of the potential customers constituting the 48 percent, in all likelihood 

will be women. This is backed up by Vegetarisk.dk reporting that 70 percent of vegetarians and 

vegans are women. 

The widespread opinion on the importance of sustainability and ecology when buying take-away 

across age and gender seems to be quite insignificant and will according to this research not have a 

determining impact on people’s buying behaviour.   

As shown by the findings, the most attractive hours of opening are during the day as almost 50 

percent do not eat meat for lunch 3-7 times a week underlining that my business concept will satisfy 

their demand.  
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However, the present interest for actual vegan food seems small still as only 25 percent have 

reduced their intake of other animal-based products than meat within the last five years, compared 

to 48 percent of meat. Short term it seems that vegetarianism holds a bigger potential than 

veganism. Thus, the trend of veganism is not validated in Denmark but the circumstances for an 

increase in interest for this dietary lifestyle are assuredly present. This means that the 25 percent 

serves as an indication for a weak growth of veganism in Denmark.  

Overall, the communication channels proven most attractive to market the concept are respectively 

Facebook and Instagram. More than half of the population use Facebook multiple times daily while 

Instagram also has a huge attraction for people belonging to the younger segment which seem to 

constitute the group closest to the ‘perfect’ target group of my business concept. Also do this 

marketing have to especially attract women bringing messages to the public reflecting such values. 

 

5.7 Summary of competitor- and consumer analyses 
In the competitor analysis I concluded that there is a good business opportunity in the high quality 

food segment next to Joe & Juice. Before initiating the customer analysis I acknowledged that a 

potential revision of the market positioning could occur in the wake of new knowledge of customer 

behaviour.  

Subsequently to the completion of the customer analysis adjustments to the target customer group 

had to be made. For instance, originally did I anticipate that vegans were the primary target group 

(see page 30) but based on the analysis findings this adjustment to a broader target group has been 

necessary. In the wake of both analyses combined no changes to the business concept have 

occurred.  
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6 Marketing Proposal 

This chapter uses the business proposal as a starting point and is formed by the knowledge acquired 

from the competitor analysis and consumer behavioural patterns derived from the customer 

analysis. 

Knowledge of the market dynamics, competitors and potential customers is absolutely imperative in 

order to make a marketing proposal. The marketing strategy due to an ever changing market with 

changing demands will thus be continuously revised and adapt to external market changes to retain 

its’ competitiveness, post the market launch (Ivaekst.dk).  

 

The purpose of this marketing proposal is to communicate the value proposition of my business 

venue and to emphasize how this proposition is going to draw attention towards a broad group of 

customers.  

The marketing proposal will use the communication model AIDAE, which was introduced in 

chapter 5, as a point of departure for this proposal. An important notion is that this business venue is 

a start-up. Therefore building brand awareness and establishing a brand identity is of crucial 

importance. Thus this consumer awareness plays a vital role in establishing a sizable revenue 

stream short term.  

The cornerstones of my marketing proposal are the following types of activities: 

● Digital media marketing  

● Establishing a brand community using co-creation 

Before emphasizing how the cornerstones are executed the value proposition from chapter 3 is 

recapitulated. 

 

6.1 Value proposition 
The mission of this business proposal is to build awareness around an environment friendly style of 

living. The value proposition lies within this agenda. Bringing people together wanting to influence 

the cause of nature whether it is on a small or large scale is what the concept aspires to do. 

The concept to a high degree emphasises the holistic experience inviting consumers to become a 

part of a brand community building a feeling of joining together around a common vision for a 

better future and health standards.   
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This vision is brought to market using vegan food made from fresh, raw and ecological materials of 

high quality without additives made on order. In addition to the meal itself are the complementary 

products such as cutlery, cups, salad bowls, napkins which are made from sustainable materials 

such as cardboard, paper, wood fiber etc.   

The total value proposition is the combination of the holistic experience of the brand community 

and the food itself. This is why staying true to the brand identity, cf. figure 4, is imperative and why 

the perceived brand values just as much as the quality of the physical product are determining 

factors for success.  

The goal is to open a chain of stores starting in the centre of Copenhagen and to successively start 

expanding across the region of Copenhagen within a time span of three years. 

 

6.2 Digital media marketing 
The venue will be using digital media marketing advertisement to raise the brand awareness and 

consumer interest.  

Facebook and Instagram are the most important platforms as these are the ones with the most active 

users daily (Mediernesudvikling.slks.dk: Figure 3).  

Newsletters will be sent out to people wanting to subscribe to receive notifications about the 

activities that the company is undertaking.  

Furthermore the goal is to use influencer marketing. A message spread from a recognizable face 

who associates himself or herself with the products communicates positivity around the brand. This 

is a powerful tool to raise brand awareness and create interest (Andersen et al., 2016). Later on in 

the process this has an immense effect on the creation of brand meaning for the customers. 

Therefore, in order to increase the power of penetration of the message, the communicator sending 

the message is of great importance (Ibid). In order to ensure that the brand message is 

communicated the most ideal way possible, while keeping in mind of the resources at my disposal, 

Freja Wewer a model in the age of 22 with more than 100,000 Instagram followers has a great 

potential as a face of the brand in the initial phase. She in particular is a very effective 

communicator as her follower base happens to be men and women of a young age. If she represents 

the brand and facilitates some positive word of mouth, the potential for the ‘viral coefficient’ to 

flourish is great (Ries, 2011).  

“The higher this coefficient is, the faster the product will spread. The viral coefficient measures how 
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many new customers will use a product as a consequence of each new customer who signs up” 

(Ries, 2011: 213). The compounding effect is immense which underscores importance of the spread 

of positive word of mouth.  

 

6.3 Target group 
Initially, the aim is to attract the 250,000 daily commuters and residents around Nørreport Station. 

Referring to table 2, 48 percent of these daily commuters and residents are inclined to show interest 

in my value proposition due to their development in dietary lifestyle. Therefore the digital 

marketing approach is to boost the digital advertising in this particular area. The goal is to reach 

people who routinely pass Nørreport Station area and who also have certain digital interest patterns 

around health. This means that the message must appeal very broadly when it comes to age group, 

gender, education et cetera.  

 

6.4 Brand community 
Initially, this community will be built as a virtual community based on online interactions between 

members with shared enthusiasm for veganism (Solomon, 2004). Initially, a Facebook group and 

Instagram profile will be established. Initiatives taken on the Facebook group in order to raise 

awareness and create attractive content will be: 

● Food blogging 

● Debates how on veganism as a dietary lifestyle can impact your life in numerous ways. 

● Invitations to participate in vegan events such as ‘Veganuary’ from the UK and more. 

● Consumer feedback on products and suggestions for innovation and new products. 

● Consumers’ ability to post their experiences with the brand.  

 

The purpose that the Instagram profile will serve is: 

● Visual promotion for the brand. 

● Pictures of new products, videos on activities and events, vlogs (a day in the life of a vegan). 

● Visually showing the face of the community and how people actively through their 

enthusiasm impact the brand to become better. 

● Promoting competitions and drawing lots for rewards and more. 
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These initiatives on both social media platforms will help nurturing the brand and increase the 

awareness and feeling of belonging among its’ community members. Especially the active 

involvement of such members nourishes their feeling of how they impact and co-create the brand. 

The presence and enthusiasm of brand employees (internal stakeholders) are vital and play a key 

role in the brand building process because definitive customer satisfaction is a result of every single 

interaction with the brand employees (Iglesias, Bonet, 2018). Therefore pushing this awareness 

internally is crucial to ensure that brand employees put an effort into communicating with the 

public. 

This virtual community will additionally function as a way for consumers to communicate directly 

with employees of the venue in case of questions of practical as well as ethical nature. Enabling 

community members to blog and post online personal journals about the topic in question and their 

experience with the brand and its products will create the feeling of belonging (Solomon, 2004). 

Therefore we strive to ensure that this continuous activity is consistent in order to keep the attention 

towards the brand high.  

To help communicate the brand identity to the public, the brand community is essential. In the 

process of involving private peers who have similar interest in spreading our message, word of 

mouth will disperse. Enabling people to be an active part of the brand, making them operant 

resources will increase their brand loyalty similarly. Their level of engagement is fundamentally 

tied to the degree of centrality that this agenda has in the specific person’s self-concept (vision of 

own self and inherent values) (Solomon, 2004). Also the level of engagement depends on the 

intensity of the social relationship people have with other members of the brand community (Ibid). 

Thus, building a brand community and essentially co-creating brand meaning with consumers is 

game changing and yields an immense value. Fundamentally, using the concept of co-creation has 

the potential to realize cost efficiencies, speed to market and competitive advantages (Ind, Iglesias, 

Markovich, 2017).  

Communicating the brand promise is a fundamental part of the brand identity and the developed 

brand image for which reason this brand promise is imperative to fulfill as this signals the sincerity 

of the brand (Iglesias, Bonet, 2018). 
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6.5 Brand community and co-creation 
Ensuring that the customers get the best possible experience with the product but also with 

employee interaction makes the brand touchpoints imperative for the future of the brand. This 

interaction and iterative process is illustrated in the model of ‘The co-creation and interpretation of 

brand meaning’ below.  

 

Figure 7  

Source: (Iglesias, Bonet, 2018: 260). 

The interaction between the internal stakeholders and external stakeholders is the catalyzing 

function of the model. The proposed brand meaning communicated by the internal stakeholders is 

interpreted by the external stakeholders through several brand touchpoints finally leading to a 

perceived consumer brand meaning (Iglesias, Bonet, 2018: 260). These touchpoints can be at any 

place where interaction is initiated. In the case of this business venue, these touchpoints will 

represent the brand community and its’ presence on Facebook, Instagram and blogs in addition to 

the physical venue. The effect of the positivity and values associated with the brand is highly 

dependent on the influence of the brand employees for which reason such interaction is imperative 

to the success of the brand. Also, the effect of such communication facilitated online has a 

compounding effect on the speed of availability of information on the particular area in question 

(Ind, Iglesias, Markovich, 2017). Essentially, the peers’ stories about their experience with the 

brand constitute the meaning of the brand (Ibid). This brand meaning, (that is socially constructed 
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through traditions, stories and history) is defined as “(...) a brand’s meaning is determined by how 

the brand is perceived by the public at a conscious level and how the brand resonates with them at 

a semi- or subconscious level” (Iglesias, Bonet, 2018: 258) and offers social cohesion and identity 

for its’ community members strengthening both the brand but also the feeling of belonging. This 

underlines the compulsive necessity of creating this brand community tied to the product and its’ 

inherent history of veganism as a progressive trend and potential for impacting the future of the 

environment positively (Oxfordmartin.ox.ac.uk). This ties very well with using co-creation as a 

tactical market research tool as involving consumers as operant resources offers deep insight into 

the consumer experience (Ind, Iglesias, Markovich, 2017). 

Below is a figure illustrating the important conversational space in a B2C context.  

 

 

 

 

 

 

  

  Figure 8  

  Source: (Iglesias, Ind, Alfaro, 2013: 677). 

This way customers are brought closer to the brand and as they spend more time with the brand. 

This enables the possibility of better understanding the causes of their reactions. Additionally does 

the perceived control of the evolvement of the brand by the consumers result in a greater level of 

their engagement (Ibid). What the company usually learns after adopting co-creation as a tactical 

research market tool is that their assumptions about consumers preferences turn out to be wrong 

underlining the crucial importance of this brand development and innovation strategy of co-

creation. The consumers as a tactical market research tool, referring to consumers as operant 

resources taking part in the innovation process, is inevitable for generating more brand attraction 

and brand loyalty. This strategy would thus play a crucial role in the innovation and development of 

the brand in a direction of organic brand characteristics (Iglesias, Ind, Alfaro, 2013). 
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It is important to notice that the knowledge of consumers is forever changing. This implicates that 

changes in buying behaviour is perpetually dynamic meaning that consumers opinions on certain 

products are always susceptible to change. These emotions in addition to experiences occur through 

outer controlled learning where the consumer is being affected by brand presence, observations and 

narratives about the product (Ibid). The consumer’s behaviour is thus affected by his or her 

surroundings. This means that influencing the targeted consumers the right way through branding, 

can elicit certain emotions among women especially, prompting them to test the new brand and 

spread positive word of mouth (Halliday, 2015). 
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7 Discussion 

The purpose of this chapter is to discuss the findings from the competitor- and customer analysis. 

These findings will be discussed in relation to prior expectations to the analysis results in order to 

identify the potential gaps. Additionally, the business concept, on the basis of these findings will be 

reviewed. Further, the statistical validity of the findings will be discussed and thus assessed to what 

extent these are considered generalizable. Subsequently the methodological approaches, their 

shortcomings and suggestions for other methods will be put to light.  

Lastly an assessment of the extent to which this dissertation has created new knowledge on this 

particular field of veganism and consumer behaviour will be made. Commensurately the theoretical 

contributions that have helped lead to this new knowledge will be assessed and revised. 

 

Based on the analytic results some very interesting questions have arisen and discoveries surfaced. 

Firstly which type of trend is actually raising interest among the Danish people presently? Does this 

trend actually have the characteristics presumed and do these characteristics align with the 

definition of veganism?  

When appraising the findings from the survey conducted, an interesting pattern seems to unfold. It 

turns out that the majority of people still are reluctant to completely eliminate meat from their diet. 

However people have on the contrary also reduced this consumption significantly indicating that the 

vegetarian dietary lifestyle especially is progressing. This developing trend thus leans more towards 

a vegetarian profile than a vegan profile. Similarly it turns out that there are clearly more 

vegetarians and flexitarians than vegans.  

Inevitably this begs the question: With this observation in mind, should I in the context of my 

business concept, pivot or persevere (Ries, 2011)? In other words should I shift from a vegan 

proposition to a vegetarian one?  

From a market positioning standpoint a vegetarian concept would inevitably take a much less 

differentiated position compared to that of a vegan concept. This is due to the fact that the gap 

between conventional foods and vegetarian food is only small. Especially when compared to the 

gap between conventional foods and vegan food. Also is vegetarian food already very widespread 

and popular. Such a shift will require rethinking of the whole marketing mix. Compromising on 

delivering this message in favour of generating more sales with a vegetarian profile undermines the 

whole purpose of my intended vegan business profile. The plausible fate of becoming ‘just another 
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outlet’ is far from my vision. Capturing a highly differentiated market position with an agenda 

offering much more than just food is enthroned in my business concept. It is the vision of acquiring 

a competitive market position based on a vision of a better world that is the primary driving force of 

my business concept. 

During the process of writing this thesis other conceptual vegan take-away business ideas have 

come into mind. These are not considered to contradict the chosen business model but rather ideas 

to extend the reach of the brand. These other business ideas are: 

● Online vegan take-away service 

● Offline vegan eat-in restaurant or café 

● Offline supermarkets as suppliers for ready made vegan meals and stand alone products. 

 

What are the advantages, disadvantages and success factors of each of these ideas?  

An online vegan take-away service as an alternative business model would imply advantages of 

significantly improved customer reach and the costs associated with renting an outlet would be 

greatly reduced.   

The success factors tied to an online vegan take-away service are: low distribution costs, low 

facility costs and a certain online footprint. 

The offline eat-in restaurant or café would encourage consumers to stay longer, be seated and thrive 

in the venue due to a relaxed pace, amplified ambience, servicing staff and more, more so than with 

a take-away concept.   

On the contrary all costs associated with such an outlet of a particular size would increase vastly, 

scaling would require significantly more capital in addition to the scarcity of attractive physical 

locations. The success factors would be an attractive location, the ability to create an environment 

matching the brand identity. 

The advantage of having supermarkets distributing the vegan products would be large scale 

production, wider customer reach and thus increased brand exposure. The disadvantages are non-

holistic brand experience, risk of becoming just another item on the shelf increasing brand 

anonymity, and that the brand message communication is influenced by the third party supermarket. 

The success factors would be the ability to either produce on a large scale or enter into a 

collaboration with a third party who has such capabilities, having an attractive product appeal and 
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achieving sizable shelf space and more.  

Another challenge is to secure the level of sustainability within the production and distribution 

process or secure the quality of a product that is mass produced. 

These above mentioned three alternative business models have been interesting thoughts for further 

development of the concept. They are considered as possibilities for an extension of the brand and 

ways of helping the brand grow in the future. 

 

7.1 Customer target group 
The process of determining the focus target group of my vegan product has been difficult. The 

initial expectations were that this target group would have to be people already having a dietary 

lifestyle resembling that of veganism. However one finding of the survey elicit that there is an 

actual potential of 48 percent of the population for a concept without meat. Thus the customer base 

and the great potential turned out to be much more widely based than expected. This is in high 

contrast to my initial hypothesis that people of a young age and young women in particular were the 

ones this business was supposed to appeal to.  

As mentioned in the start of the discussion the important discovery of the trend actually 

characterized as vegetarian was made. This has had some implications for my target customer 

group. This trend characterized as rather vegetarian turned out to broaden my customer target 

group. This ties to my presumption that people who have reduced their meat consumption are 

increasingly looking for new green alternatives and therefore would be more likely to test the vegan 

product. This discovery is considered very positive news as sheer numbers of vegans in Denmark in 

present time are incredibly small. Focusing on a group of that particular size would turn out to be 

organizational suicide. Appealing to such as small group of people would essentially lead to a sales 

volume low enough for the company to only last the first month. 

 

7.2 Selection of competitors 
Identifying potential competitors proved difficult. These competitors were chosen by using Google 

Maps with the criteria of being in close proximity (within 200 metres) to Nørreport Station. One 

common denominator of all the different venues around the centre of Nørreport station was their 
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requirement of selling take-away. This ultimately led to an array of varied business concepts, 

resulting in a somewhat less focused competitor selection at the time.  

Coffee Collective was continuously kept as part of the analysis due to my wish of selling coffee 

also. The inclusion of Coffee Collective has provided me with relevant information regarding what 

the reservation price for high quality coffee is on the demand side. The same circumstances are 

applicable to the inclusion of McDonald’s, Burger King and 7-Eleven. However, the inclusion of 

such has contributed to superior knowledge of the attributes of that type of venue and has assisted in 

tightening the focus of my own business concept and the values with which I intend to compete. 

In choosing the location for the initial venue, the main reasoning for Nørreport station is the 

immense flow of commuters daily where approximately every other commuter would be inclined to 

visit my food venue. However, this decision of Nørreport Station has not been backed up by any 

analysis which is considered a definite weakness. Other locations could also be Copenhagen Central 

Station or Vesterbro and Nørrebro neighbourhoods where a lot of people reside. 

 

7.3 Sampling method 
Could the method of probability sampling to increase the level of representativity have been applied 

instead? Due to limited resources including time, money and workforce I have not been able to 

select a ‘simple random sample’. From a theoretical standpoint this would have been the most 

optimal way. 

My sample size should be based on every person in the age interval of 16-65 commuting in the area 

of Nørreport station which is of an immensely large scale (Bryman, 2012). These people across all 

age groups constitute around 250,000 daily commuters in the Nørreport area. Selecting a larger and 

more representative sample size would imply that the researcher would randomly select say n = 500 

out of N = 250,000 to constitute the sample size.   

On a pragmatic level for a student this would require an immense amount of work and be extremely 

time consuming. Additionally this method does not take into account the availability of people 

chosen nor if they have opinions on the subject in question et cetera.  

Regarding the purpose of the study using a probability sample would simply have done much more 

than required to uncover tendencies in buying behaviour amongst people in the designated target 

group. 
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The implications of having to use the convenience sample method is its lacking ability to generalize 

the findings to a nationwide population. In contrast, the ability to generalize through convenience 

sampling is rather impossible as the population examined is not representative for the population as 

a whole (Bryman, 2012). Therefore the degree of external validity is considered low in a nationwide 

context but acceptable in the context of uncovering certain consumer tendencies. The low degree of 

external validity indicate that the reader must take some precautions if he or she expects to apply 

the tendencies to real world circumstances.  

In general the results of the quantitative analysis can be used as indications for trends forming in the 

Danish society. Some of these findings are still resonating well with some secondary empiricism 

gathered by professionals also meaning that it is not highly unlikely that the indications inferred are 

true or probable with a reasonable margin.  

 

7.4 Questionnaire 
The decision making process for choosing the survey questions and thereby their accuracy and 

relevancy clearly reflects that this was done earlier in the writing process. For instance, using the 

question ‘I take a strong interest in what I eat’ is misrepresentative as there is no natural 

connotations of that being related to healthy eating, which I initially supposed due to my own 

connotations. Ultimately this realization left this question unfit for use.  

The second question unfit for use is “What are the most important reasons for reducing meat 

consumption?” where the respondents were asked to ordinally rank each option (Health and well 

being, climate, animal welfare). These answers ended up being so similar that no useful inference 

could be made, effectively rendering that question unserviceable. This question could have been 

serviceable if the question was constructed correctly and dispersed into three individual questions in 

the form of a Likert-scale. 

 

7.5 Knowledge creation 
Below are listed some key topics of which the knowledge creation has been conducted:  

● Presumed vegan trend is actually rather vegetarian when observing changes in consumer 

behaviour. 
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● Tendencies show that half of the population have reduced their consumption of meat within 

the last five years. 

● Consumer decisions on buying food is relying on their need for self-fulfillment. 

● Competitors competing on all three quality parameters of ecology, sustainability and 

veganism are very difficult to find.  

 

This dissertation has assisted in knowledge creation with regards to uncovering new tendencies of 

consumer preferences in the Danish market. Light has been shed on people’s propensity to test 

healthy alternative ways of eating and that people are willing to occasionally eat fully plant-based 

or vegetarian. This has helped confirming a progression towards a more plant-based way of living 

in the Danish society. 

This knowledge is important and relevant in the context of business modelling in addition to 

product innovation in the entire food industry value chain. The indication that this knowledge 

brings of people’s progressive plant-based choices can tempt businesses to adapt to these changes 

and thus harvest great profits in the future.  

Another contribution to the field of knowledge created by this dissertation is the interpretation of 

Maslow’s pyramid of needs. In the light of a prosperous modern society, buying certain types of 

foods is not with the simple goal of saturation but rather has societal values tied to it. Implementing 

the upside-down pyramid of needs, people’s need of self-actualization is not only tied to physical 

products but also to the consumption of foods. Consuming a brand is thus confirmed as an extent of 

the self. However this social trend of selective eating habits and using food as a means to signal 

social status is not only explicit in present time but has arguably always been a way of expressing 

status. The types of foods that have been popular have changed over time and clearly the agenda of 

expressing one-self through green foods is a social cardinal point. Maslow’s pyramid of needs has 

thus arguably always been applicable albeit the top level of the pyramid ‘self-actualization’ reflects 

the changes in social movements and what foods are then preferred. 
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8 Conclusion 

8.1 Trend 
Throughout the interpretation of the overall findings it can be concluded that, despite the initial 

expectations, this mega trend in Denmark has rather vegetarian characteristics to it than vegan. 

Despite the rapid progression of veganism in other parts of the world the Danish people still do not 

seem to be ready to overthrow meat and other animal related products in their diets just yet. 

Although an impressive amount of people have reduced their consumption of meat, the vast 

majority still eat meat and in all likelihood will continue to do so. The interpretation of a widely 

based reduction in meat consumption is that people are then more inclined to look for healthy 

alternatives. This is where the vegan option commences. An important notion is that although 

people have reduced their consumption of meat does not imply that they will eliminate meat from 

their diet. This underlines that the customers visiting our vegan concept still are inclined to visit 

venues selling meat and other animal-based products. Ultimately this tendency confirms that this 

vegan venue in present time still has a wide variety of competitors with traditional propositions and 

similarly a broad customer base.  

 

8.2 Target Group 
This directly links to the target group that turned out to be very broadly based and possibly equal to 

48 percent of the population in the age group of 16-65. Appealing to such a broad array of people 

has implications for the focus of the brand message to be less compelling.  

 

8.3 Theoretical contribution 
The contribution of consumer behaviour theory has assisted in the confirmation of people’s 

inclination to test new products that have no significant level of involvement attached to them. This 

confirms that the possibility of people willing to test a vegan concept new to market is highly likely 

and makes entering the market attractive. In continuation, the notions of the upside-down version of 

Maslow’s pyramid of needs have shown that people still are influenced by their desire to achieve 

self-actualization and that people in present time increasingly do this by buying plant-based foods. 

This fundamentally underlines that the timing of this vegan concept to market is of the essence. 
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Applying the strategy of creating an organic brand with co-creation as a tactical research market 

tool and a brand community is highly critical to generate positive word of mouth and thereby raise 

brand awareness, positively influence the brand image and more. Establishing the brand with an 

active community involving consumers is thus considered a premise for spreading the brand 

message ultimately aiding in the mission of educating people on the benefits of a plant-based 

lifestyle for one-self and for the planet as well. 

Referring back to the delimitation in chapter 2, the aspect of funding haven’t been examined in this 

dissertation. I acknowledge that in order to fully market the vegan concept, and thus justify the 

potential of this business venue, the two other main components of A. Afuah’s business model (see 

page 26) revenue model and growth model (Afuah, 2014: 5) must be examined. 

 

8.4 Market position 
Despite the Danish people not wanting to fully eliminate their consumption of meat, entering the 

market still is concluded to be attractive. The differentiated concept with which I intend to enter the 

market has the potential of attracting almost half of the population. Referring to the market 

positioning map in chapter 4 only Joe & Juice has similar options for customers albeit these are still 

different from my business venue’s options. Therefore the market position with which I desire to 

enter is very close to Joe & Juice. They are thus considered the only real close competitor in present 

time in the context of product quality standards.  

 

8.5 Knowledge creation 
In the light of the fact that people increasingly are seeking alternatives for meat it would be 

interesting to take on a more qualitative study to examine the actual underlying drivers for people’s 

adoption of a vegan dietary lifestyle specifically. For instance I have a hypothesis that a vegan 

lifestyle must be understood in the context of a bigger “green” agenda affecting almost all areas of 

our lives. It would be interesting to uncover if it is actually a genuine fear of the degrading state of 

the planet that drives people or if this new lifestyle is rather driven by classic motives related to 

Maslow’s needs for self esteem and self realization.   

It would be interesting to examine the green wave as a phenomenon in a social and behavioural 

context due to its immensely wide impact on plenty of industries. Industries already under influence 
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by this green wave are the fashion industry, building and construction, transportation and others 

(Fashionunited.uk). 

This type of knowledge would be useful in the context of an even better understanding of what 

brand identity values to communicate to the consumers. Likewise how the message should be 

improved to influence targeted consumers even more. By having the knowledge of the primary 

drivers for such a trend this would enable the creation of an even more engaged brand community 

that would effectively enhance the members feelings of belonging even more. Also the transparency 

in the agenda of the brand community would improve. Inevitably, this would allow for an 

expansion of the vegan movement catalyzed by this brand community. 
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